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CANDELABRUM 
STAND 


Decorated with satin foliage 
and Lilies of the Valley; 
garlands of cut crystals; base 
in rich Butler silver finish; 
silver metal candle shades 
with silk lining. Foliage 
and silk lining can be fur- 
nished in colors as wanted. 


Height over all, 112 inches; 
spread, 48 inches; complete, 


wired ready for use at 
$275.00 


Beautiful for wedding dis- 
plays, anniversaries, or other 
occasions where rich and ex- 
clusive effects are desired. 

















he Botanical Decorating Co. 


(ESTABLISHED 1896) 


319 to 327 West Van Buren Street 
Chicago, Illinois 
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We Now Teach 
“TEXTONE” Decoration 





| 
t 





Mr. Price Demonstrating Various Wall Textures Produced With the Plastic Paint “Textone” 


Some months ago there was perfected and placed on the market a new decorative material in the 
form of a plastic paint called “Textone.” This material was designed for use by decorators in pro- 
ducing various texture effects on any surface and to imitate various stones such as Caenstone and 
Travertine. It is also being used in Jesso work, which is a style of outline relief work very much in 
vogue at present. 


How to Use “Textone” 


Complete instruction is now given on the mixing and use of “Textone” in our background classes. 
This instruction is given by Mr. Price and his assistants who are in the employ of the U. S. Gypsum 





Company, the manufacturers of “Textone.” 


Caenstone and Travertine 


The stone effect backgrounds that are now so much in use in show windows can be made quickly and 
easily by any display man. Complete instruction and demonstrations are given on all the stone finishe 
as produced with “Textone.” 


Advertising, Window Display 
and Card Writing 


or any combination of these, present unusual opportunities to 
young men who will work. The Koester School is the logical 
place to receive specialized training in this work. It has been 
established in Chicago for twenty years, and Chicago is con- 
sidered the window display center of the world. It is the 
oldest and largest school in the world teaching all branches of 
retail publicity exclusively. 


Use the Coupon 


THE KOESTER SCHOOL 


314 S. Franklin St., Chicago 
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People Are Interested In Motion 


If Merchandise Displays Are to Appeal to the American Public They 
Must Keep Step With the Things the People Are Interested In 


By SYL C. RIESER 
Chairman, Window Display Committee, American Gas Association; Director of 
Display, Laclede Gas Light Co., St. Louis, Mo. = 


OU probably can easily recall your boyhood 

visits to Cousin Julius—occasions when 

Aunt Harriet used to get out the family 

stereoscope and let you and Julius look at 

the trees and flowers and hillsides, which, through the 

magic of the instrument, appeared just as natural as if 
they were real scenes spreading before your vision. 

In those days the stereoscope was considered a mar- 
vel of scientific progress and domestic entertainment. 
To think that you could look at two pictures through 
the lenses of this simple device and see one view, with 
all the objects standing out boldly in relief, why, it was 
wonderful. 

But those days have gone forever, along with the 
family album, the Egyptian bric-a-brac and the parlor 
which was opened only for company on Sunday. 

The tempo of life has accelerated. We no longer 
move at the measured gait of the first years of the cen- 
tury. The stereoscope and the age that it stood for 
have given way to an age which is not so leisured but 
infinitely more interesting. 

Even Cousin Julius is as extinct as the stereoscope. 
He is Cousin Atwater now. And when your own little 
boy goes to visit him, what do they do? Uusually they 
pack themselves off to the neighboring movie and see 
some “million-dollar production, featuring love, hate, 
passion and the whims of a jazz-mad age.” 

No, there is nothing slow about the modern genera- 
tion. The movies have replaced still-life pictures. The 
omnipresent flivver has replaced the one-horse shay. 
Even the recent fox-trot has become a back number 
with the advent of the Charleston. ; 

In this new order of things, with life moving at a 
swift and irresistible pace, can we displaymen be sure 
that we have kept up with the tempo of the times? Can 
we truly say that we have met the change in the national 
temperament by creating displays which move with the 
age? Or do we remain in the still-life era? 

Don’t misunderstand me. I-am not condemning 
modern window display or turning up an editorial nose 
at the obvious progress which has been made. On the 
contrary, I have received an enormous amount of inspi- 
ration, and must in turn give unstinted admiration for 
the advance which has taken place ail along the line. 

The quality of window displays has been steadily 
improving. The number of truly beautiful windows 
which may be seen today is eloquent testimony to the 
seriousness with which displaymen are taking their 


work. When this wave of beautiful windows started, 
the pioneers reaped a mighty harvest. Because they 
were the first to give the public beauty in displays, they 
stood out from the host of prosaic displays like a white 
man at a negro revival. 

Beauty of line and composition were soon imitated 
to such an extent that the ally of color had to be en- 
listed in the services of the more enterprising of our 
fellow-craftsmen. The result is that today one sees 
everywhere representative windows in which beauty, 
daringness, originality and,color are combined to pro- 
vide effects not even dreamed of a few years ago. 

Yet, strangely enough, the improvements have al- 
most universally been improvements of the still-life 
display. The quickened tempo of life in America has 
not been accompanied by a corresponding change in 
displays from still-life to motion displays. The lesson 
of the movies has been left unlearned by display crafts- 


men. 


The next and immediate step is bound to be in the 
direction of a decidedly increased use of motion. My 
belief that this is true is equalled only by my wonder 
that motion has not been utilized to any great extent up 
to the present time. 

If the increase in the use of motion is the next great 
step in the development of displays,, it'is entirely per- 
tinent at this time to consider (1) what benefits may be 
expected from motion displays, and (2) how they can 
be worked out and what must be avoided in them. 

In answer to the first question, the benefit which at 
once suggests itself is the immediate distinctiveness 
which may now be obtained with motion displays. They 
are the exception now—the uncommon. As such they 
have enormous added value. 

In the introduction I have pointed out that displays 
have lagged behind in the adoption of motion. This 
be:ng true, the pioneers in motion displays have a couple 
of worlds before them all ready to be conquered. In 
contrast with the present still displays, no matter how 
beautiful they may be, a motion display, even though it 
may be neither elaborate nor expensive, will stand out 
because of its novelty and its unusualness. 

Even color cannot compete with motion. Just con- 
sider for a moment the little mannikin models which 
merely display one card after another. They never fail 
to get attention, and, getting it, they always get their 
messages read. 

Yes, those who adopt motion displays on a perma- 
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nent and regular schedule will certainly have first call 
on the attention of the multitudes of passersby to whom 
we displaymen are talking. And as motion displays 
grow in use and popularity, still windows will lose in 
effectiveness in almost a direct ratio. Nobody is going 
to watch a magic lantern show when they can go to 
the movies. 

The second benefit to be expected from motion dis- 
plays lies in the fact that they provide the observer with 
something more to his interest. 

“The average “prospect” is geared up to motion 
now. He is easily arrested by movement. It is said 
that seven seconds is the average time’ required by a 
person to pass a show window. That brief interval 
brackets the opportunity of the displayman. His magic 
must work in that time, or his effort is a failure. By 
the use of motion to stop the passerby, the displayman 
can extend the paltry seven-second average to an inter- 
val entirely sufficient to the full telling of his story. 

Motion in a window tells the pedestrian that he 
will find something interesting to look at if he will but 
stop. When he does pause to investigate, he generally 
is rewarded by the sight of a display which pleases him, 
impresses him, and gives Mr. Man something to talk 
about to the fellows at the office, and provides Mrs. 
Woman with a topic for comment with Mrs. Neighbor 
or Mrs. Fellow-Club Member. 
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Motion, because it inevitably provides an interest to 
the passing observer, is like talking to him about his 
golf game or to her about her home. It is entertaining, 
and the world loves to be entertained. It is human, 
and the world is peopled by human beings. Putting 
human action in your windows will certainly result in 
human reaction from your spectators. 

In discussing how motion displays can be worked 
up, I do not purpose to attempt to tell you what to do. 
No one can can tell you that. You and your own origi- 
nality applied to the function which your windows must 
serve—these must be your guides. 

Nevertheless, this generality may serve as a help— 
as a formula upon which to work out your displays. 
Make your window a stage for the action of your play 
of display. 

Take your cue from thesgreat dramatists of the 
world. If you do you will at once adopt as your guid- 
ing princ:ple the ideal of unity. Choose the effect which 
you want to create; determine the impression you want 
to make on the prospective buyers who pass your store. 
Then direct every effort toward the accomplishment of 
that effect. 

If you adopt unity as a guiding principle, you will 
apply to every detail of your display the acid test of 
relevance. You will include in your display all that 
tends to produce the effect which you desire. And, on 


Display of Automatic Storage Water Heaters by S. C. Rieser, Laclede Gas Light Company, St. Louis, Mo. 
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the other hand, you will exclude all that is not strictly 
directed to the achievement of the desired effect. 

If outstanding criticism can be leveled at displays 
and advertising everywhere, it is that most of them are 
originated for themselves and not because their creators 
had in mind the achievement of definite effects. 

Of course, your displays must manifest originality. 
To execute unique and interesting displays you need 
(1) imagination and (2) mechanical facilities. 

If you lacked imagination, you could hardly have 
become a display craftsman. So we shall take the im- 
agination for granted. Use it to choose the dramatic 
effect which you want your motion display to produce, 
and use it to choose the means of actually producing 
that effect. 

Your. mechanical facilities will govern your ability 
to express yourself, for good displays cannot be made 
with a shoe string and a cigar box. You should list 
among your mechanical facilities a good mechanic— 
one who can catch your ideas and who is in sympathy 
with the artistry which you ask him to work out. And 
you should provide him with adequate tools and mate- 
rials, with all of the lighting effects which are necessary, 
and with motive power sufficient unto the need. 

In the first place, don’t forget that the sole reason 
for the existence of window displays, whether they are 
stills are motions, is to sell either merchandise or good- 
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A Motion Window by S. C. Rieser, Laclede Gas Light Co., St. Louis, Showing How They Attract and Hold the Crowd 








will. Therefore, motion for motion’s sake is of no 
value. It must be motion for promotion’s sake—sales 
promotion. A fire or a fight will attract a crowd. 
Neither will sell goods. 

And, in the second place, don’t forget that motion 
displays, being more pretentions than still, must be 
more nearly perfect—or at least must not be open to 
criticism. You must watch carefully each detail of your 
effect. You cannot bluff. All sides must be studied so 
that your effect is attained with equal certainty, no 
matter from what point your display is viewed. Your 
central idea cannot be a cheap one; your results must 
be artistic. And the whole must have a rhythm to it 
which suits both the merchandise displayed and the con- 
ditions under which it is displayed. 

Motion is coming to the display art just as surely 
as tomorrow is coming to the calendar. Motion will 
have to become part of displays if we are to keep up 
with the times. And, because it has been so laggard in 
arriving, the situation is ready made for enterprising 
displaymen who have the courage and the facilities to 
move up to the vanguard of their art and lead the way 
by reflecting in their window displays the ceaseless 
movement which is characteristic of the day. All the 
experience and lessons of the past will be utilized, and 
to them will be added the power of motion, with results 
that can hardly be forecast. 
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Merchandising Window Display 
Contest Inspiration to Field 


Many Remarkable Sales Producing Windows Entered in Annual Event 
Conducted by The Display World Service Bureau—Carl W. Ahlroth, 
Joseph H. Marshall and C. W. Alexander Declared Winners 


OME of the most astounding facts and 
figures concerning the sales power of win- 
dow display advertising have been brought 
to light by the second annual display mer- 

chandising contest conducted by The DISPLAY 
WORLD Service Bureau during the past year. A few 
years ago when window advertising was considered 
secondary to any other form and little attention was 
given it, large sales through the window would have 
been impossible, but with the remarkable progress 
that has been made in the last decade the unusual is 
required to attract any attention from those engaged 
in the industry. 

That is just what this event did. When a display 
of sport sweaters the middle of July, a time when 
everyone is thinking seriously of departing for cooler 
climes, will sell 507 in less than five days compared to 
a previous average of ten each month, and a display 
of radios will sell 2,850 instruments at $98.50 each in 


less than seven hours, an average of more than four 
hundred an hour, even the most blase display and mer- 
chandising executives are bound to take notice. 


It was with great difficulty that the judges in the 
contest made the selection of the prize winners from 
the many and varied photographs that were entered, 
but after considering every factor entering into 
present-day display the two entries described above 
were selected. The first by Joseph H. Marshall, dis- 
play manager of The Boersma Company, Chicago, 
Ill., was winner in Class I, which was a display of 
general merchandise installed strictly on the merits 
of the merchandise picked from within the store, and 
the second by Carl W. Ahlroth, display manager of 
The May Company, Los Angeles, Cal., was winner in 
Class II, a display of nationally advertised merchan- 
dise employing in its execution some of the national 
advertisers’ standard display material. 

But the, outstanding feature of this great event was 





One of the Battery of Eight Windows Devoted to Display of Radios Which Won Silver Trophy Cup in Display World Contest 
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Window Display by Joseph H. Marshall That Sold Enough Sweaters in July to Win Prize in Display World Contest 


Class III, open only to national advertisers. It was 
the first time a contest of this character was ever 
conducted, and the many entries made the decision of 
the judges a very difficult one. The entry by C. W. 
Alexander, sales service manager of Bird & Son 
Sales. Corporation, East Walpole, Mass., which was 
entitled “The Pivot,” was finally agreed upon as the 
one showing the most tangible resuits, but it was so 
closely followed by “The Mysterious Eleventh Ques- 
tion,” the entry of W. C. Kirby, manager of the Trade 
Service Department of E. R. Squibb Sons, New 
York City, that the results had to be graded down to 
the finest point. 

One of the requirements of the contest’ which 
closed at midnight, December 15, 1925, was that each 
entry be accompanied by sworn statements by two 
officers of the company as proof of the authenticity 
of the material submitted. In this way the judges 
were able to determine in quick time the figures from 
the sales resultant from the displays. Then the big 
work of tabulation began and there was much mathe- 
matical work before the winners were finally” deter- 
mined. edema 

The story of the displays is extremely interesting. 
In a way the illustrations tell the story, but it is an 
interesting achievement to learn just what displays 


proved the most powerful in the sale of merchandise 
in any given period during 1925, for it will spur 
those engaged in the industry on to greater activity 
during 1926. Moreover, it has proven conclusively 
that windows actually sell more merchandise than any 
other medium of advertising because it is the one 
and only form at the point of sale. 

The accomplishment of The Boersma Company, 
Chicago, was exceptional because of the fact that this 
store is located in a residential section more than 
one hundred blocks from the loop district. Had this 
display been installed in a window on State Street or 
any other in the shopping district, there is no gain- 
saying what results would have been obtained. 

The sales from this window were made without 
any additional advertising and with practically no 
additional cost. It was installed July 20 and remained 
in the window until July 25, when the stock and re- 
serve supply were: completely exhausted. The neces- 
sary affidavit supporting this entry was signed by A. 
M. Clow, buyer, and C. C. Ericks, manager of the 
men’s wear department. 

This was not the only display by Mr. Marshall 
that entered into determining the prize winners for a 
display of radios sold more than $5,000 worth of in- 
struments and equipment in six days, a display of 
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Spur ties sold more than six hundred at fifty and 
seventy-five cents each, compared to three to five 
dozen per week previously, and a display of Stag 
trousers succeeded in disposing of 733 pairs at $4.99 
each in four days. 


Carl W. Ahlroth, display manager, The May Com- 
pany, Los Angeles, Cal., entered two notable windows 
in Class II of the contest—one a display of nationally 
advertised products and the other an extraordinary 
display—_the service provided by its cigar department, 
which actually increased sales from an average of 
$50 a day to more than $135 a day. 


The story of these two displays is intensely inter- 
esting, and the statement of Mr. Ahlroth, which is 
sjgned by two store officials, on the entry which was 
awarded the trophy cup for the greatest volume of 
sales in proportion for nationall advertised products, 
tells of a remarkable merchandising achievement. In 
a letter to Mr. Ahlroth from H. N. Biggs, general 
manager of the music section of The May Company, 
telling of the success of this display, he said: 

“You will be glad to know of the marvelous suc- 
cess we experienced in the radio department due to 
the eight wonderful business-getting windows you in- 
stalled for our Magnavox Radio Sale. On opening 
hour of the sale we had enough customers in line to 
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take our entire lot of 2,000 of these radios, and after 
this terrific rush, which it took until noon to wait 
upon, we secured 850 additional instruments and be- 





PRIZE AWARDS IN THE DISPLAY WORLD 
MERCHANDISING WINDOW CONTEST 


CLASS I 

Silver Trophy Cup—Joseph H. Marshall, The 
Boersma Company, Chicago, III. 

Honorable Mention—P. R. Swift, Patterson-Fletcher 
Company, Fort Wayne, Ind.: Ralph C. Godt, 
Mason’s Haberdashery, Sacramento, Cal.; Frank 
Janda, The Owl Drug Company, Chicago, IIL; 
W. R. McDonnell, J. H. C. Petersen’s Sons 
Company, Davenport, Iowa; James C. Clark, 
Leon Kahn Shoe Company, Dallas, Texas. 

CLASS II 

Silver Trophy Cup—-Carl W. Ahlroth, The May 
Company, Los Angeles, Cal. 

Honorable Mention—J. M. Meyer, Jr., Western Auto 
Supply Company, Oakland, Cal.; Joseph H. 
Marshall, The Boersma Company, Chicago, III. 

CLASS III 

Silver Trophy Cup—Charles W. Alexander, Sales 
Service Manager, Bird & Son Sales Corpora- 
tion, East Walpole, Mass. 

Honorable Mention—W. C. Kirby, manager, Trade 
-Service Dept., E. R. Squibb & Sons, New York. 














Four Honorable Mention Entries in The Display World Service Bureau Display Merchandising Contest: Upper Left, Fred 

A. Gross, The Owl Drug Company, San Francisco, Cal.; Upper Right, Joseph H. Marshall, The Boersma Company, Chicago, 

Ill.; Lower Left, W. R. McDonnell, H. C. Petersen’s, Davenport, Iowa; Lower Right, Ralph C. Godt, Mason’s Haberdashery,, 
Sacramento, California. 
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fore three o’clock of this sale day we were entirely 
sold out, registering a total business of 2,850 instru- 
ments at $98.50, a total business of $280,725. 

“Contrary to the usual department store rush, the 
majority of buyers were men, and they staged a ‘Bar- 
gain Rush,’ which was unheard of for such mer- 
chandise. 


“You have had many window displays for us, all 
of which were real business getters, but our hats go 
off to you on ‘The Magna- 
vox Display,’ and the re- 
sults of the day through 
same. We hope that at 
some future time another 
record-breaking day can be 
staged when the marvel- 
ous sales power of window 
display can again be dem- 
onstrated.” 

Although these displays 
were unusual entries and 
will create much comment 
among the members of the 
industry, the results of 
Class 3, which was only 
for sales and advertising 
executives of a national 
advertiser who planned and 
conducted the most com- 
plete window advertising 
campaign on a nation-wide 
scale, is certain to go down 
in the annals of advertis- 
-ing as the outstanding ac- 
complishment of the twen- 
tieth century. 

A complete and careful 
study of “The Pivot,” a 200-page, leather bound book, 
profuse with illustrations and designs, which interest- 
ingly tells of the campaign conducted for Bird & 
Son Sales Corporation, East Walpole, Mass., by 
Charles W. Alexander, sales service manager, is 


necessary to really appreciate the greatness of this 


entry. It is divided into sections of “Our Merchan- 
dise and Its Seasonal Tendencies,’ “Our Method of 
Distribution and Territory Covered” and “Our Sales 
Service Department.” The last-named chapter is sub- 
divided into three parts: “Its Objects,” “Originating 
the Display,” which embraces bulk demand and spe- 
cialized demand, and “Results,” which includes both 
tangible and intangible. 

The merchandise handled by this company and 
featured in the merchandising problem consists of 
floor coverings—BIRD’S NEPONSET—consisting 
of rugs, yard goods and rug borders. The floor cov- 
ering season varies in different parts of the country, 
according to climatic conditions, but the demand is 
increased with the coming of spring—its house clean- 





Prize-Winning Entry in Class III by Charles W. Alexander, 
Bird & Son Sales Corporation, East Walpole, Mass. 
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ing, its moving, and remodeling—and in the fall with 
the opening of school, and so forth. 


In the second chapter the chief outlets for the mer- 
chandise are given as department stores, furniture 
stores and specialty shops, in a territory consisting of 
the United States, Canada, Japan, Australia, France, 
England and South America. 

The organization and objects:of the sales service 
department are described in interesting detail. In an 
effort to create volume 
sales for the merchant, a 
careful field study was 
made and the pivot was 
determined. It was the 
window. Not a single mer- 
chant was found who would 
be willing to sacrifice his 
windows at even half his 
rental. The average mer- 
chant appreciates the value 
of his windows, but few 
of them know how to prop- 
erly capitalize the feature. 
All of them can not afford 
display managers. The per- 
sonnel of the store takes 
pride in-them. That is why 
the window was selected as 
“The Pivot” around which 
to build their merchandis- 
ing program. 

In working up the plans 
for the window advertis- 
ing campaign, it was de- 
cided that quality and not 
quantity must be obtained 
for success. Three general 
types of displays were created for three general classes 
of accounts. Class 1 consisted of stores located in small 
and medium-sized towns or small stores in large cities. 
Class 2 consisted of stores in about the same loca- 
tions, but where a more striking form of display was 
required, and Class 3, of the larger stores in larger 
cities, where competition is keen, where the demands 
placed on window space are more exacting, and where 
the results can justify additional expense. 

The first. type of display distributed was made up 
of fourteen pieces of lithographed material with the 
usual cutout piece. Enclosed with the material was a 
broadside showing several adaptations of the display, 
as well as instructions for installation. A _ return 
postal card attached to the broadside, which, if re- 
ceived back, proved that the material had been ac- 
cepted by the merchant, opened and carefully ex- 
amined, otherwise he would not have discovered the 
return postal card. Seventy-five per cent of these 
cards were returned. Here an opportunity was given 


(Continued on page 78) 
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How Retailers Should Select Displays 


Four Factors That Should Be Considered by Every Retail Merchant 
in the Selection of Manufacturers’ Material for His Windows 


By FRANCIS D. GONDA 


Vice-President, Einson-Freeman Company, New York City 


HERE is one factor more responsible, in my 
opinion, than almost anything else for some 
of the waste of the potential selling power 
of window displays created by manufac- 

turers for the retailer’s use. This is the lack of any 
basis for the selection of displays, the complete absence 
of any reliable standards of judgment by which the 
retailer could guide himself. 

It is a fact that most types of retailers receive at 
least as much display material as they can possibly use 
in their windows in the course of the year. What ma- 
terial, then, should they use? What should they dis- 
card? Upon what principles could they base their 
judgment of what is fittest to gain the place of honor 
in their windows ? 

Boiled down to essentials, there are four factors 
that should be considered by every retailer, no matter 
in what line of business he is engaged, for the sensible 
choice of display material: (1) The merchandise itself ; 
(2) the merchandising idea; (3) helpfulness; (4) the 
fitness. 
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Competition for the dealer’s windows has resulted 
in the emergence of an evil which is the greatest enemy 
of any to sound window merchandising—the evil of 
retailers asking for pay for their windows. No more 
unsound method of determining his choice of displays 
could possibly be used by the retailer. In its essence, 
it is frankly a “hold-up” game. It substitutes greed for 
judgment. It replaces the fundamental considerations 
of intrinsic value, public demand, service to customers 
and possibilities of turnover with the totally irrelevant 
one of which advertiser bids highest for his window. 

The only reasons for which any retailer should 
assign his windows for the use of an advertiser should 
be for the same reasons which prompted him to stock 
the merchandise. If it is worth the money asked for it, 
if he is willing to stand behind it, if it renders a real 


service to his customers and a reasonable profit for him-- 


self, and if, finally, it is something for which a demand 
or need exists or can be created, he should be perfectly 
ready to permit the advertiser to help him dispose of it. 

After all, selling is part of his function as a mer- 
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National Advertisers’ Display Material by Einson Freeman Co., New York City, That Any Jeweler Would Be Glad to Use 
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chant. That is what his windows are for. That is why 
he tried to find the best possible location—in order to 
make his windows the most effective possible vehicle of 
making sales. However, it is his privilege (and neces- 
sity) to exercise his judgment as to which of the manv 
displays sent him is most entitled at any particular time 
to window space. 

And in these days of strenuous competition that 
judgment cannot be based on mere fancy or predilec- 
tion. It is not sufficient that a display merely “look 
pretty.” It is not enough that it be “clever” or ingeni- 
ous. The time of the standardized “pretty girl’ display 
is passing—the display which might as well advertise 
chisels as cheese, gunpowder as face powder, for all the 
merchandising thought behind it. 

So the first two questions that any merchant should 
ask in deciding whether he should use a display are— 
Has it a selling plan back of it? Has it a selling idea 
in it? 

By “‘selling plan” I mean any plan intended to defi- 
nitely create more sales or new business for the retailer. 

And by “selling idea’ I mean the strong, vivid, 
forceful presentation of the one basic selling point that 
will influence the public to buy—virtually the “dramati- 
zation” of -a merchandising thought. Some effective 
recent examples of this method are the Westinghouse 
iron display, which calls attention in a striking way to 
the bevel feature and its advantages; the Canada Dry 
“champagne bucket” display, which virtually brings to 
life the slogan, “The Champagne of Ginger Ales ;”’ and 





This Display by Einson Freeman Co. Shows How Even a 
Breeze Can Be Visualized to Sell More Electric Fans 
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the famous Westinghouse “sail-boat” display, which 
demonstrated the power of a Westinghouse fan by 
showing its effect on the canvas sail of the boat. In 
fact, it accomplished the seemingly impossible—it 
visualized a breeze! 


Westinghouse 
Iron 





Excellent Example of a Display With a Selling Idea 


The next question the merchant should ask is this— 
Is it helpful? 

In the most recent developments of this idea, adver- 
tisers have gone so far as to create displays that help 
the dealer to sell articles other than the manufacturer’s 
own merchandise. For instance, this year’s Pictorial 
Review and Belden displays helped to sell fabrics, as 
well as patterns or sewing silk; a Nestle’s Food display 
of some years ago sold all kinds of other baby needs; 
and a number of Westinghouse displays featured the 
dealer’s service in wiring and lighting as well as West- 
inghouse appliances. 

Finally, there is the question of fitness. Is the dis- 
play in keeping with the standards and atmosphere of 
the store? Does it dovetail with its merchandising 
plans? Is it timely? Does it properly represent both 
the store and the character of the merchandise ? 

The department store cannot, obviously, give place 
to the cheap cardboard cut-out, but it should and does 
use fine framed reproductions of expensive paintings. 

The retailer, or his displayman, should have a con- 
stant and watchful eye to the standards and standing 
of the store in the selection of window displays. After 
all, its windows are the index to the character of a store. 
They are its sole indication to the public of which may 
be expected within-—both in wares and in service. They 
form the only basis for the decision of passersby as to 
whether they should buy—or pass by. 

And if they bear in mind this responsibility to them- 
selves and to the public, if they give careful thought to 
each of the four considerations of what constitutes 
a sound basis of selection, they will not only benefit 
themselves and their business, but they will do much to 
raise the standards of the entire window display 
industry. 
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Use Interior Decorating Principles 


Displayman Can Increase Volume of Business For His Store by Using 
the Principles of Interior Decoration in His Window Creations 


By RAYMOND T. WHITNAH 


Display Manager, The Crosby Bros. Company, Topeka, Kansas 


HE art of interior decorating is, or should 
be, employed in furnishing every home, if 
we wish to have it a place of beauty and 
refinement as well as one of comfort. Good 

taste does not essentially call for the most expensive. 
A home can be furnished modestly, yet artistically. 
Many people do not know from all points what is cor- 
rect in furnishing or handling a room. 

Here’s where the display window may educate the 
public to better combinations, arrangement, and eventu- 
ally to buying the correct pieces for the environment of 
their own home. Who will hesitate in selecting the 
store from which to make their purchases of drapery 
and furnishing when they are confident that they will 
have experienced assistance in making the proper selec- 
tions. For the store which cannot maintain an experi- 
enced interior man, it is a rather difficult matter to hold 
the confidence of the prospective purchaser. In many 
cases she has good ideas and does not naturally wish to 
be told what is or is not correct by one in whom she 
does not hold confidence as to their ability along these 
lines. 

The average displayman must and does have a sense 
of color and arrangement, but when he arrives at a 
home problem he lacks the confidence to say what is 
correct for this or that room. There is no one, perhaps, 
better fitted in the organization to whom these problems 
might be presented, and, with application and a few of 
these principles ascertained, he should have the self- 
confidence to suggest ideas along these lines. 


There are movable and immovable decorations. The 
immovable consist of the floors, walls, ceilings, the 
doors, windows mouldings, stationary lighting effects, 
and built-ins. Here is where proportion and color har- 
monies must originate. Here is where a room, to begin 
with, may be made a thing of beauty and preciseness, 
or where it can be uninteresting or lack character. 


The direction of the room governs, in most cases, 
its warmth or coolness. A north room is more pleasing 
in warm colors; while the south favors cool colors. A 
bedroom, regardless of direction, appeals more in cool 
tones. A room is uninteresting when done in monotone 
alone, but with spots of the complimentary shade life 
and beauty immediately step in. Strong colors should 
be avoided for large areas, and rather the subdued, pas- 
tel or greyed tones employed instead. Deep colors 
should be used in inverse ratio and only for spots, as 
just suggested. A room is oppressive when a mass of 
color is used incorrectly. This is avoided by beginning 


at the floor with the darkest shade, and, regardless of 
color, toning the colors lighter as one approaches the 
ceiling, it being the faintest of shades. 

With these primary functions once arranged well in 
our minds, we arrive at the movable decorations. These 
are the ones we are most interested in from the selling 
view. These consist of the rugs, draperies and furni- 
ture, as well as the bric-a-brac and accessories which go 
toward making up a tasty room. Aside from being 
movable, as the interior decorator terms it, it might well 
be considered movable from the retailer’s point of view, 
for if his furnishings are not “movable” they are re- 
maining in his sales room month in and month out and 
not showing a profit. The proper employment of these 
movable decorations in his show window will really 
make them movable, so with a suitable backing and 
proper color harmony and arrangement he can show to 
the public the beauty and home-like qualities which even 
the moderately priced pieces can hold. 

A background for home furnishings should be. plain. 
If possible, a suggestion of baseboard, walls and ceilings 
are most favorable, but paint or paper them in neutral 
tones, so that any room can be worked out in front of it. 


If necessary, have reversible panels of warm and 
cool shades in neutral tones, and almost any room can 
be done in combination with it. Where reversible panels 
are out of the question, a painted or papered wall of 
warm and cool colors in neutral or greyed shades makes 
a suitable setting for most any room to be carried out. 
Once or twice a year these walls can be done over in 
order to relieve monotony. The effect can be noticeably 
changed by using an enameled or painted woodwork to 
change the general routine of a natural finished wood. 
These can be built the same sizes and shapes as the ones 
previously used and merely interchanged. 


Where a large window is available continuously for 
home furnishings, it has been found quite advantageous 
to install a setting, the contour of doors and windows 
being such that it is adaptable to Spanish, Italian, Re- 
naissance, Florentine or Venetian. This shape in the 
semi-circular top. The walls thémselves can be of 
monks’ or friars’ cloth in natural color, either left as 
the material comes or treated by sponging, in pastel in 
pastel shades of two or three colors, in a sort of Tif- 
fany blend: Care must be exercised that the paints be 
put on in open spaces, more or less even, and not 
heavily stippled. It will be found that nearly any color 
scheme can be worked out in front of material treated 
in light rose and blue, with splendid effects. If a wains- 
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coting is desired to break the heights, a moulding or 
dado can be placed about three-fifths of the distance up 
from the floor. The wall space under this can be 
sponged in a trifle deeper shade of each color and if 
the mass requirement should be slightly deeper, a faint 
hand-painted panel or stencil design might be used on 
the entire wainscoting space. It should be remembered 
that the base board is to be darker than the walls and a 
painted tile or marble effect here will work quite well. 

Now, in order to add the embellishments which each 
of these periods require, it is quite natural that one 
should have for the Spanish period small balconys 
which can be temporarily hung on the bottoms of the 
windows. Outside stairways are good, as well as pateos 
and tropical garden sets. Through a doorway a painted 
suggestion of one of these types are good. Wrought 
iron is typically Spanish when polychromed in door- 
ways, doors, windows; lamps and ornamentations can 
be made in wood to more definitely portray the period. 

When the time arrives for the Italian Rennissance 
display, remove the architectural detail ornaments and 
place a portable Renaissance fireplace, Italian scenes, or 
carved wood or plaster and tapestries. Borrow a light- 
ing fixture of this type from your local electrical shop. 
The draperies and nets (if other furnishings permit) 
can carry an Italian design and the polychromed twisted 
wood poles with brackets and knobs add greatly to the 
entire set. Statuary pieces of the larger dimensions and 
mounted on imitation marble bases, suggestions of a 
vaulted ceiling with decorated corbels are still other 
features of this period. 

In the typically Florentine room of modern treat- 
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ING fr ITALIAN RENAISSANCE FURNITURE: * 77 
(GEHIND TAPESTRY 19 A PAIR OF CURVED TOP WINDOWS) BY USING THESE ~ 







ment these same vaulted effects can be used over, paint- 
ing the corbels in stained ivory with the plain upper 
walls and stenciled lower walls using a dash of color on 
the dato and in the vaulted portions. Furniture of the 
hand decorated door panel effects and valance effects 
with side drapes at doors as well as windows portray a 
definite suggestion of the Florentine. 

Venet-an is closely allied to Florentine and need lit- 
tle, if any, added decoration except for enough of the 
details to change the appearance of the room. 

A group of English furniture displays can be made 
in front of a paneled wainscoting with mullioned win- 
dows and plain upper walls in true English Renaissance 
without change of details. Furniture of William and 
Mary, Queen Anne, Georgian, Chippendale, Hepple- 
which and Sheraton work well before a setting of this 
nature. As Henry IV and Louis XVI furniture can be 
shown with a setting of French influence using tall up- 
right paneling, this can be worked over removing sec- 
tions of horizontal styling in the English square panel 
effect and finishing the panels in Boroque design over 
enameled base. Plain satin or satine can be used to 
cover panels or this can be hand decorated. 

A few of these period displays will encourage the 
public to realize that the man installing them knows his 
business and it will be but a lim‘ted time until his ap- 
proval will be sought on many questions of interior 
decorating before a purchase is made. Can you not see 
the possibilities that this will mean for volume and 
does it not further prove that the alert displayman is 
imperative in creating sales and necessary in approving 
of the proper selections made by your customers ? 







CHANGING LIGHT FIXTURES ar REVERSING DOOR~ SPANISH CAN BE USED~ 


Water Color Sketch for Window Setting by Raymond T. 








Whitnah, The Crosby Bros. Company, Topeka, Kansas 
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Dealers Demand Displays That Sell 


Retail Merchant Has Passed the Point Where Any Display Will Do 
and Insists Upon Attractive and Prestige-Building Material 


By CARL PERCY 
President, Carl Percy, Inc., New York City 


HEN an industry has emerged from the 

state where anything goes because of the 

fact that the demand exceeds the supply 

and arrives at the basis where the supply 
exceeds the demand, then a healthy growth may be 
looked for. 

This is about the situation that the window display 
business is in today ; that is to say, that part of it which 
has to do with the display material that is supplied by 
manufacturers to dealers. 


Displays today must have qualities that were not 
needed when a cut-out was a novelty and when com- 
paratively few were being supplied. The dealer has 
learned to discriminate the good from the bad and has 
been told so many times of the value of his window 
space that he now demards displays which actually sell 
merchandise. Further, he demands displays that, be- 
cause of their quality and character, correctly reflect 
the prestige of his store. He is making even finer dis- 
criminations, far the dealer of today not only insists 
that he shall have good-looking selling displays, but 
that these displays be for products that he is actually 
desirous of pushing. 


A change in his attitude forces a change in the plan- 
ning of the manufacturer. A display today cannot be 
as selfish as it once could be; therefore, the manufac- 
turer must mentally put himself in the position of the 
retailer and create a display which he himself would be 
happy to use if the tables were reversed. 

In merchandising this display to the retailer, the 
manufacturers of today are more specific in stating 
their reasons as to why they believe themselves entitled 
to the dealer’s cooperation. 

Some concerns are testing their displays to be able 
definitely to state to the retailer what he might expect 
from the use of the window being offered. Other 
manufacturers are designing displays which provide for 
the display of other merchandise and pointing out to 
the trade that these windows are not only profit-pro- 
ducers, but customer-producers; that is to say, pro- 
ducers of customers who buy other things. 

The reasons for use are being broken down to a 
finer point, and a dealer today is being told the differ- 
ence between the idea which would be used to promote 
the sale of an article that is bought impulsively as con- 
trasted with the idea which would be used on an article 





New and Effective Idea for Displaying Shirts by Carl Percy, Inc., New York City 
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Hat Display by Carl Percy, Inc., New York City, Which Convincingly Answers the Question of Style for Small Town Dealer 


bought after deliberation, and still further breaking 
down of the reasons are being made and presented with 
force and logic to the retailers. 

This means that the retailers are becoming better 
educated in the finer points of displays today than ever 
before, and in the same way that their discrimination 
increases so must the effort of the advertiser to do the 
wise and judicious thing increase. 


It would be a fair summation to say that the out- 
standing features of the planning of a display from the 
manufacturer’s standpoint might be epitomized in the 
two words, “Ideals” and “Ideas.” The first is self- 
-explanatory ; the second is not so clear. There are ideas 
and ideas, and their values are comparative. 


More ingenuity must be, shown today to bring a 
customer into the merchant’s picture through his win- 
dow in such a way as to make himself feel his relation 
to and interest in the sales appeal which reaches through 
the plate glass. 

There are several rather worth-while illustrations of 
ideas that have this sales character, as witnessed by the 
illustrations in connection with this article and explained 
by the captions. ' 

Special attention might be called to the shirt window, 
an item that has been displayed the same way for many 
years. A gipsy fortune-teller is in itself unique and the 
way this device is used to relate the selling appeal is 
most apparent. 

If there is evidence needed of the fact that a new 
day has dawned in the window display business, it will 
be found in the large growth in the business of those 


people who declare themselves to be window display 
specialists, for specialists are never in evidence until 
there is a need. 
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Display by Carl Percy, Inc., That Has an Appeal to 
Workman in His Own Pictorial Language 
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Dealer CGultivation in Window Display 


Diffic ity of Getting Displays Used Can Be Partially boas by 
Really Selling the Dealer on the Importance of It to Him 


By oR. ©. 


BREWSTER 


Manager Dealer Service Dept., Canada Dry Ginger Ale., Inc., New York City 


HERE never has existed a dealer who was 
not influenced, whether interested or not, 
by the manufacturer’s displays. While 
this fact is more or less obvious it recalls 

the tremendous waste which is annually suffered be- 
cause the dealer has not used the manufacturer’s ma- 
terials in his window. 

~Inherently, displays have been built to suit some 
individual, believing that his judgment of the piece 
would be wholly satisfactory to the dealer. While it 
is not well to suggest that the dealer be, in so many 
words, consulted, it is well that his viewpoint should 
be injected into the planning, since he is the ultimate 
factor. 

An interesting example of this point was brought 
out when last year a manufacturer turned out a display 
that required a group of other related products to be 
displayed with the product advertised. This display 
was actually incomplete unless several of the dealer’s 
related items were grouped in the display. The plan 
actually forced him into a conspiracy to move his-own 
merchandise in greater units—therefore he was quick 
to appreciate the manufacturer’s interest. This injected 
bit of dealer “point of view” gave the manufacturer 


sufficient reason to reorder three or four times in large 
quantities. 

There seems to be some misapprehension as to the 
most direct route through the dealer’s window into the 
purse of the public. By giving both the dealer and the 
public a display of real beauty you will win the con- 
stant good grace of both. Probably, if more time were 
given to beautifying the display and less to crowding 
in the hundred and one articles, messages and thoughts, 
the window display would pull harder and longer. In 
other words, the average window should sell or imply 
but one fundamental thought. One ounce of suggestion 
is worth a pound of argument, and holds good in busi- 
ness as well as war and a lot of other things. 

It seems to be display’s distinct attribute to direct 
attention upon a given message through the dealer. And 
by focusing public interest on that display you doubly 
expose it strength or weakness as well as your message. 
Therefore, in more than any other form of advertising, 
that display will sell or hurt your message with the 

This discussion on the development of displays was 
not intented as an instrument of intelligence on the sub- 
ject but to show that, after all, the dealer and his hum- 
ble opinions, are a very real factor to consider. 





Attractive Arrangement of Canada Dry Ginger Ale After a Design by R. C. Brewster, Manager, Dealer Service Department 
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The distributing operation, then, starts with a suit- 
able display, a display which will answer “yes” to 
these questions, which, by the way, were offered by an 
enterprising printing house. “Should this display suit 
the dealer? Will it gain the attention of the public 
and hold it? Will it sell directly or indirectly my one 
big message ?” 

The one word which fully describes the answer to 
the difficulty of getting displays used is “cultivation.” 

Cultivation is the first and last word in getting co- 
operation from the dealer. It starts off with really sell- 
ing the dealer on the importance of his window to him 
—a delicate message to get over—since so few dealers 
appreciate the real relation between his window and his 
cash register. The relation of the manufacturer to the 
dealer’s window is the second point to get over in the 
scheme of cultivation. Great harm is done by deals, 
free goods and advertising allowances and the effect 
of this abominable practice is one of the greatest ob- 
stacles to overcome, especially since cultivation can only 
bear results when we have the respect and confidence ur 
the dealer. 

Booking windows is essentially a task of great pa- 
tience and diplomacy. Converting growing dealers who 
don’t keep their appointments is a big job—but a mighty 
important one and usually those dealers who growl 
loudest, when won over, are just as loud with their 
praise. Evidently, after the window has been taken out, 
and the dealer’s state of mind is positive or negative, 
comes the greatest opportunity for good constructive 


Model Display of Canada Dry Ginger Ale Created by R. C. Brewster, Manager, Dealer Service Department 
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work—a real contact by mail should be established and 
each contact should be so designed as to cement good 
will and leave a thought to promote the dealer’s interest. 

Trying displays to advertising campaigns and special 
drives conducted by the sales force are of untold value. 
Quite recently we started Saturday morning demonstra- 
tions in the dealer’s stores and where possible we tie 
the demonstration up with a suitable display. In most 
cases dealers report that their general business for that 
day ran far in access of their usual amount, and readily 
attributed a goodly part of the increase to the display. 
On the other hand, stores without the display tie-up 
showed not nearly the results of the stores that had it. 

Quite frankly we consider that this good will from 
the dealer is priceless from both the sales angle and the 
display department. In most cases these dealers give 
us windows without hesitation and very seldom do they 
fall down on their bookings. They cooperate. 

There are hundreds of ways to work with the 
dealers—and the more that one works with them the less 
the waste in time and money in getting display material 
used—whether printed on paper or cloth. And it is 
upon the cumulative effect of the cultivation that my 
personal idea of a display department is predicated. 





SPRING DECORATIVES NOW ON DISPLAY 

Announcement of the showing of advar<e spring decora- 
tives at the Garden Showrooms of 7.e Decorative Plant 
Company, 228-232 Fifth Avenue, New York City, has been 
made. An invitation to look over their line of a million 
items if extended the entire display profession. 
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Special Events and the Display Tieup 


Appropriate Display Recognition of Special Occasions by Merchants 
and Displaymen Will Result in More Profits and Prestige 


By J. WALTER JOHNSON 





Display Manager and Art Director, Powers Furniture Co., Portland, Ore. 


PRIGHTLY St. Valentine’s Day comes as 

a forerunner of Spring, standing out in 

bright relief from the drab days of winter. 

Parties help to celebrate the season, friends 
and lovers mail each other friendly and tender mes- 
sages. Candy, flowers and other little gifts, freighted 
with the sentimentality of the day, are sent. 

A window fitting in with this spirit naturally at- 
tracts attention. It should be light and dainty, yet ex- 
hilarating in atmosphere. You wish the passerby not 
only to stop and admire, but also to feel the urge to 
partake of the spirit of the day. 

Regardless of the ingenious quality of any idea, it 
cannot function with best results if it is inappropriately 


or incompletely presented. Much depends upon the in- 
terpretation of the idea when display or window value 
is being appraised, granting, of course, that the mer- 
chandise has been well selected and arranged. If the 
latter condition does not exist, then there is no reason 
for the displayman’s affiliation as such with the store. 


The background suggestion for this month offers a 
decorative scheme that can be carried out in many dif- 
ferent shades and colors. For instance, a setting like 
this, done entirely in orchid shades, would be unusual 
and striking. Wallboard cut-outs are very good if 
properly painted, and are especially good for this type 
of window. The heart and Cupids can be easily repro- 
duced with this material. 
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Suggestion for St. Valentine’s Day Display by j. Walter Johnson, Powers Furniture Co., Portland, Ore. 
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of the X-RAY line 


Peak > 


TRADE MARK REG.] 


X-Ray Reflectors use standard lamps which 
may be obtained from any electrical man. 
Look for the X-Ray trade mark on each reflec 


tor—none are genuine without it! 
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Within the 
Reach of All--- 


Four new reflectors of the 
same X-Ray quality that for years 
has made X-Ray Reflectors the 
“standard for show windows’— 
now at popular prices! The Jack 
and Jill for 150-100 watt lamps at 
$4.50, and the King and Queen for 
200 watt lamps at $6.00, are two 
splendid values, and embody many 
improvements in reflector con- 
struction. 


Your electrical dealer has X-Ray 
Reflectors in stock. Ask for them! 


CURTIS LIGHTING, Inc. 
1119 West Jackson Boulevard 
CHICAGO 


31 W. Forty-Sixth Street 3113 W. Sixth Street 
New York Los Angeles 
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Displays Must Produce Quick Results 


Merchants and Displaymen Know That a Window Is Not Effective 
Unless It Succeeds in Obtaining Immediate and Traceable Sales 


: By JOSEPH M. KRAUS 
President W. D. A. A. and, Advertising Manager, A. Stein & Co., Chicago, Ill. 


SUCCESSFUL retail merchant considers 
his windows as assets or liabilities, in direct 
ratio to their power to attract business. He 
spends much time, thought and money in 
the creation of his window displays, to say nothing of 
the rent that he feels is directly chargeable to the im- 
portant space in his store occupied by the windows. 
~That merchants are giving increasingly more at- 
tention to the subject of efficient window display is in 
line with the progress that efficient store management 
is making. Today a window display is not considered 
one hundred per cent efficient that does not succeed in 
diverting passersby into the store. The amount of ac- 
tual business done, as a result of attracting trade, nat- 
urally becomes a matter of salesmanship after the pros- 
pect is inside the store. 

Many unique methods are being employed in win- 
dow display work to secure favorable attention. Ex- 
hibits showing how various lines of merchandise are 
manufactured have been tried out with much success. 
Ornate and costly display backgrounds and figures are 
being used in increasing volume. Animated display 


material is seen more generally and living models are 
not uncommon when a special effort is made to focus 
attention upon some special merchandise event. 

In these days of keen competition for attention, as 
well as for business, displaymen and merchandisers 
know that it is the unusual that most quickly gets at- 
tention and action. Some years ago A. Stein and Com- 
pany decided to render a broad service to retail mer- 
chants in the matter of window display suggestions and 
help. This service consisted of furnishing retailers 
with elaborate Paris Garter and Hickory Products dis- 
play material to be used in conjunction with the actual 
merchandise. The program was evoived around the 
idea of having the dealer devote exclusive displays to 
these products although such an effort was indeed .an 
unusual one. 

The unusualness of the idea appealed to many alert 
merchants, but, at the same time, it was responsible for 
the absence of cooperation on the part of many others. 
Some merchants felt that our products were not large 
enough sales items to warrant the employment of the 
valuable window space suggested. Their attitude has 





Interesting Display of Hickory Products by E. J. Noreau, B. B. Fowler Co., Glen Falls, N. Y. 
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Now That The 
Holiday Rush Is Over 


You Will Have to Make Your Windows More 
Attractive and the Best Way to Catch the 
Public’s Eye Is to Trim Your Windows 
With Some of Our Display Fabrics 


The draped window gets the business—they simply 
can’t resist the beautiful coloring and artistic effects 
obtained with our fabrics. Whether its puffing, pleats, 
backgrounds, rosettes or floor covering, it enhances the 
display value of the merchandise and makes each in- 
dividual piece of merchandise stand out in sharp con- 
trast. Our FABRICS are used by merchants and dis- 
play men in every line of business. Their value has 
even been proven in increased sales and pulling power 
of windows. 


No Doubt You Are Interested, and If So, We Will 
Be Glad to Help You in All Problems That 
You Come Up Against, Regarding Fabrics 
For Your Windows 





WINDOTRIM FABRICS, Inc. 


17 Madison Avenue New York City 


“SPECIALIZING IN FABRICS FOR THE DISPLAY MAN.” 
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Effective Window Display of Paris Garters in Michigan Avenue Store of Washington Shirt Co., Chicago, III. 


changed to such an extent that today it is not un- 
common to find Paris and Hickory displays a regular 
display feature in some of the largest stores throughout 
the country. 

These products lend themselves admirably to special 
exploitation through the medium of the window display, 
because they remind passersby of an immediate or pend- 
ing need. Many a customer who may admire a window 
display of higher priced merchandise and passes it by 
invariably is tempted into the store by a neat Paris or 
Hickory exhibit because it represents a small item that 
is actually needed and the reminder is appreciated. The 
customer, once in the store, can, nine times out of ten, 
be induced to buy other merchandise if such action is 
not taken voluntarily. 

Keen display managers also recognize the advantage 
of displaying nationally and favorably known merchan- 
dise. The additional prestige and good will built up 
as a result of displaying such merchandise is not diffi- 
cult to calculate. Certainly if it is a merchant’s ideal 
to display and sell the best merchandise obtainable in 
small things, he may be depended upon when invest- 
ments involving large expenditures are contemplated. 
This seems to be the sales psychology that prompts the 
public preference for well-known merchandise of all 
kinds, as well as for the stores which feature these 
proven values. 

Recently an owner of a men’s furnishing store said: 


“T never considered it worthwhile to put in a complete 
window display of garters. I figured that if I sold a 
gross at fifty cents a pair my receipts would only be 
seventy-two dollars. To my surprise, a window display 
of Paris Garters sold over six gross in one day. While 
the receipts were fair it meant attracting over 860 cus- 
tomers to my store, many of whom otherwise might 
has passed me by. In the majority of cases these gar- 
ter buyers purchased other things also. One man who 
ostensibly came in only for garters, left the store with 
purchases amounting to over ninety dollars. It pays to 
pay attention to the little things.” 

Other similar experiences are very frequently en- 
countered and, in the language of the merchant, it 
might be well to reiterate the thought “it certainly pays 
to pay attention to the little things” when a window 
display campaign is being mapped out. This thought 
applies as much to the retailer planning his. window as 
to the manufacturer planning his displays. 

This company feels that their service to the dealers 
can be greatly improved and are making every effort 
to render an appreciably useful and profitable service 
for their friends. The suggestions of retailers and 
window display manufacturers, throughout the country, 
are always welcome and are earnestly sought after. 
They rightly take the position that in order to be of the 
utmost help to render the most constructive cooperation, 
every effort must be made to get the right viewpoint. 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
-World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. INTERNATIONAL REGISTER CO. 
649 S. Wells Street 13 South Throop Street 


Artificial Flowers—Decorations “CUTAWL” Decorative Cutter 


) THE SPANJER-JANES CO. THE KOESTER SCHOOL 
1160 Chatham Court 314 S. Franklin Street 


Distinctive Display Decorations Display and Card Writing Instruction 


BOTANICAL DECORATING CO. THE MURDISON COMPANY 
319-27 W. Van Buren Avenue 316 North Michigan Blvd. 


Artistic Decorations & Artificial Flowers Anaglypta and Decorative Papers 


CHICAGO CARD BOARD CO. PAASCHE AIR BRUSH CO. 
666 Washington Blvd. 1902 Diversey Parkway 


Art Poster Card and Mat Board Air Brushes and Accessories 
CURTIS LIGHTING, INC. SCHACK ARTIFICIAL FLOWER CO. 
1119 W. Jackson Bivd. 134-140 North Robey Street 
Complete Equipment for Lighting Effects Window and Interior Decorations 





THE HECHT FIXTURE CO. SILVESTRI ART MFG. CO., INC. 
620 Medinah Building, Wells and Jackson 1035 Orleans Street 


Everything in Display Fixtures | Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 
Write for Catalogues! 
Copyright, 1924, by The Display Publishing Co. 
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Import of Display In Merchandising 


Retail Merchant Should Give Special Attention to Display of the 
Nationally Advertised Products Handled for Benefit of All 


By J. K. MACNEILL 


Sales Manager, Hewes & Potter Company, Boston, Mass. 


EVERAL weeks ago the regular issue of the 
Saturday Evening Post reached the unpre- 
cedented size of two hundred and sixty- 
eight pages. Shortly prior to that date 

there were several issues in excess of two hundred and 
fifty pages and rarely, nowadays, does it go below two 

huadred pages per issue. Other magazines are expand- 
ing the same way with seemingly no limit in sight. 
What has all of this to do with window display and 
its meaning to the retailers and manufacturers? A great 
deal, as we shall set forth here as briefly and clearly 





as possible. 

Manufacturers of most of the better grades of goods 
in all classes are national advertisers. They spend large 
sums of money in this way, all of which is bound to 
be reflected in the costs of the goods they make. Most 
retailers today know, however, that this seeming extra 
cost in reality brings down the price of the article ad- 
vertised by acquainting larger groups of people with its 
merits, creating more and willing buyers, reducing the 
time per sale; all by the simple process of reducing the 
ratio of overhead expense per unit through making 
more units. 


The very bread and butter of any retail merchant in 
any line is the nationally advertised merchandise he 
sells. Take it away from any store and there is very 
little left. It seems then, that one of the biggest prob- 
lems the merchant has to face is the sale of more and 
still more of his advertised lines. They not only yield 
him a satisfactory profit in most instances, but they help 
the sale, vastly, of those non-advertised lines that he 
stocks. The customers buying the latter are brought 
into his store, to a great degree, by the advertising of 
the former, plus the merchant’s own advertising, plus 
the drawing power of his windows. One is caused to 
wonder just what a store without any nationally adver- 
tised merchandise would look like. 

This is particularly true of the last named. It is 
the most valuable tool the retail merchant has. Its 
value has been conservatively appraised as two-thirds 
the value of his site. It makes or breaks the man who 
expects to do business at a profit today. What then to 
put in it? 

Too many retailers, particularly in our own line, 
lack a good understanding of human nature and mo- 
tives. They will pile their windows to the ceiling with 





First Prize Winning Display in Hewes & Potter’s Spur Tie Contest by Carl W. Ahlroth, The May Co., Los Angeles, Cal. 
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Demonstrating the results that can be obtained by the thoughtful 
employment of ‘Sol’ Fabrics in artistic displays. From C. W. Klemm, 
Inc., of Bloomington, Ill. (See reproduction of letter.) 


The Display Beautiful 


RILLIANT settings, exotic yet unobtrusive, 
can be contrived economically and con- 
sistently when you use “Sol” Fabrics. 
‘Sol’* service 
alone induces The unrivaled beauty and great durability of 
pig ta ren “Sol” Fabric in its wide range of plain and ex- 
o voice their pater ° ° pe 
approval so qQuisitely designed effects make it a positive de- 
ni consistently. light to work with, and its lustrous colors enhance 
cm. Inc. timouial — display values, whatever the merchandise. 
i vownate “079 rofit. : 
Ge ee ? In 36 guaranteed fast colors, imported ““Sol’ 
micomingten Fabrics are loomed and dyed by England’s ablest 
weavers. A house renowned for the excellence 
of its fabrics for over one hundred years. If for 
any reason whatever “Sol” Fabric fades, we will 
2 semen nae ee replace not only the material, but refund all 
- : 
sult at Suntan a Sua tee, actual labor costs as well. 
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“S. M. HEXTER & GO. 


Sole Owners 
CLEVELAND, OHIO ae 
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a mass of assorted articles, all of which may be of the 
very best, and each in its way, the leader in its class, 
but which, by their very multiplicity, distract the atten- 
tion, one to the other, confuse the onlooker, and finally 
leave no definite impression on the minds of those pa- 
tently designed to impress. 

Which brings us back to the overflow conditions of 
the Saturday Evening Post and other worthy publica- 
tions of great consumer influ- 
ence. How many people have 
the time, desire or patience to 
wade through even one issue 
of these 1925 inflated journals 
and digest every word of copy 
in them, no matter how inter- 
esting or how necessary to 
their well-being? Who ever 
does more than just scan the 
headlines of the advertisements 
in one of our 60-page every- 
day newspapers. There are 
not enough minutes in the day 
by actual test to read every 
word in a daily edition of the 
New York Times. 

The impression left on peo- 
ple by the average advertise- 
ment—exclyding those they 
are virtually interested in—is a 
hazy one. The principal thing 
they remember is the name of 
the product, with probably one or more of its features ; 
the slogan, if there is one; and its appearance, if there 
isa picture. [Even presuming the advertisement is thor- 
oughly read, and the desire to buy created, this will 
fade and remembrance of the article will be crowded 





Third Prize Spur Tie Contest by Paul Kuschell, Lew Hubbard Co., Kalamazoo, Mich. 
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out, or at least into the back of the mind by other ad- 
vertisements or by news, or fiction. 

Here is where the retailer’s window plays its most 
important part. The consumer reading the advertise- 
ment is sitting in his home, on the train at his office or 
i any one of the thousand places where he is not in 
a position to buy the article, regardless of how badly 
he wants it. But when he sees it in physical form, at- 





Second Prize Spur Tie Contest by F. J. Wagner, Shepard Stores, Providence, R. I. 


tractively displayed, easy to get, within a few steps— 
then, the chain is complete, the missing link in place. 

He knows all about it before he buys—doesn’t have 
to be sold—is thoroughly familiar with its price. All 
that is necessary is to remind him and therein lies the 
whole secret of successful 
window display — reminding. 
To successfully remind how- 
ever, it must be attractive, 
must have simplicity, should 
be original and always have a 
unity of nature. 

Stated periods devoted 
solely to one article or to a 
related group of articles and 
changed frequently enough to 
forbid monotony will always 
bring- success. Most success- 
ful displaymen today are fol- 
lowing this plan and are de- 
voting periods of from three 
days to two weeks depending 
upon the nature of the article 
displayed. 

Frequently they seek and 
get cooperation from the man- 
ufacturers of the articles they 

(Continued on page 69) 
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Reg. U. S. Pat. Off. 


The interesting story of “Success” can be read 
daily in the books of the up-and-coming 
merchant, who knows the value of 
displaying his goods. 














Onli-wa Display Fixtures 


play a large part in the selling of your merchandise, 
as goods well displayed are more than half sold. 

ONLI-WA DISPLAY FIXTURES are the product 
of many years of experience and they are manufac- 


tured and designed by men who KNOW just what 
the display man needs. 


Quality and Originality 


The ONLI-WA Fixture Co. 


An> Attractive Another Colo- Dept. D. W 

Colonial Stand nial Design Aw Pag Seiad ‘ 

for Displaying Pants Tee ST. PAUL AVE. DAYTON, O. 
Pants Stand 





























.-than which is there anything on earth 
more permanent than a Bronze Sign? 
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FOOTIN ACTION OR REPOSE 
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—FREE IDEAS— 


Tell us what you need in the way of window signs, outside ee 
tablets, sill signs, brass railings, velour-covered ropes, bulle- a 
: : ‘ : : Pa 
tin boards, and the like. Having particularized in the we 


And what sign better combines perma- 
nence with beauty and 100% advertising 
value? 


You will find the answer in the opinions 
of leading display managers and national 
advertisers—the men who have used every 
conceivable type of sign to advertise their 
business. They emphatically urge the use 
of Bronze Signs, because they are the most 
dignified, durable and beautiful signs in 
existence today. 


Mail the coupon for a copy of our catalog 
of suggestive designs and lowest prices. 


















making of these items over a period of 25 years we are in a 


@ 
position to offer suggestions you will find very helpful. ¥ ry NEWMAN 
This service is free to readers of The Display World. Ve MFG. CO. 
: © 420 Elm St., 
THE NEWMAN MFG. CO. * Cincinnati, O. 
ay Send me catalogs of 


420 Elm Street CINCINNATI, OHIO 


AGENTS AND DEALERS: Pin the coupon to your 
letterhead if you wish our best discounts to the trade. 













[] tablets 
[] bulletin boards, [] brass 
railings and velour ropes. 
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Visions of Artistic Display Settings 
Show Window Can Be Made a Never-Ending Object of Interest to 


Passersby Through Creative Imagination of the Displayman 


By E. J. SHORT 
Window Display Specialist, Danville, Virginia 


ISION is one of the rarest of human attri- 

butes. The lack of vision has done more 

to hold men down to mediocre jobs—in 

economic slavery, one might say—than all 
the despotic governments on earth. 

We sympathize with the down-trodden subject of a 
social system who is sentenced by tradition or law to an 
ecOnomic status that keeps him forever just a little above 
the starvation line, yet a great many of us willfully and 
knowingly sentence ourselves to a rut of sameness sim- 
ply because we fail to materialize the visions of attrac- 
tive settings that are the overshadowing thoughts of 
the displayman. 

Attractive windows, as we all agree, are a vital factor 
in drawing trade. Some stores rely entirely on their 
windows for advertising, with more than satisfactory 
results. Several of the larger stores spend close to 
$100,000 yearly for decorating windows and charge 
departments over $300.00 a day for window space. 

















Sv 





Someone has said that the eyes are the windows of 
the soul. Surely, the show windows can be similarly 
compared with reference to the store, and as the passers- 
by pause to gaze into the depths of those eyes will they 
find the beautiful frankness of ever changing artistry 
that sets off honest merchandise in its truest worth and 
creates a desire for possession, or will they find the 
same expression day after day in those eyes that will 
soon be longing to show the colorful styles of Spring- 
time? 

The suggestions for display settings and_back- 
grounds shown on these pages should be of special 


interest to displaymen at this season of the year. They 


can be easily duplicated, as no materials not available 
to every displayman have been used. In some instances, 
especially in the smaller stores, it may be necessary to 
substitute pieces, but this can be done without any harm 
to the original idea. The merchandise to be disposed of 
should be given first consideration in any event. 
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Attractive Display Setting Suggestion for Spring Wearables by E. J. Short, Display Specialist, Danville, Va. 
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Background Suggestion That Can Be Used for Practically Any Class of Merchandise 
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Complete Hosiery Display Suggestion by E. J. Short, Display Specialist, Danville, Va. 
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Display Services Necessary Factor 


Omission of Display Service as Economic Factor in Window Adver- 
tising in What Purported to Be a Complete Analysis Arouses Ire 


By JOHN S. SCARDEFIELD 
Grossman and Scardefield, Advertising, Pittsburgh, Pa. 


Editor’s Note.—This is the first of a series of six articles 
on the subject of “The Intelligent Distribution of Advertising 
Materials,” by John S. Scardefield, of Grossman and Scarde- 
field, Advertising, Pittsburgh and Cleveland, which will ap- 
pear in The DISPLAY WORLD during 1926. 


Mr. Scardefield will thoroughly cover this subject and will 
bring into play the fruits of his knowledge gained from ten 
years of actual distribution and installation experience dur- 
ing which time he conducted merchandising campaigns for 
many prominent national advertisers. 

RTICLES on window and store display ad- 

vertising, such as the recent series by C. B. 

Larrabee, when based on facts, have only 

one reaction, and that reaction is always of 

a favorable nature because it stimulates the interest of 

national advertisers, a great many of whom, it is sad 

to relate, are still skeptical as to the ultimate value, 
compared with costs, of window displays. 

Why are they skeptical? Ah! that’s the reason for 
this outburst of literary effort. The series opened like 
the “festive Lion” but went out as per the “proverbial 
Lamb.” After carefully studying—not reading—the 
first of these articles, to wit: “How Window Display 
Stands” (Printers’ Ink, November 5, 1925), I really 
waxed warm and said to myself. “Well, here at last 
is a chap who really knows his subject.” I eagerly 
awaited his next article in the following issue under the 
same heading and after thoroughly giving undivided 
attention to it, my temperature dropped and I came 
down to earth with a dull thud. 

Here was a fellow wha had undoubtedly given much 
time to preparing his subject. He delved into the propo- 
sition from many angles; wrote to and received the 
opinions of a hundred national advertisers; covered 
practically every point and from every phase, but—and 
it’s a big “but.” 

The real big factor, and problem, that the national 
advertiser and manufacturer is facing today is the 
intelligent distribution of window display material. 
Therein lies the story of the “little Lamb.” This writer 
flopped, and flopped miserably on this one point. 

The sin is one of omission, my better judgment is 
prone to believe and until Mr. Larrabee himself denies 
the fact, then and only then will I cloak the sin with the 
“mantle of ignorance.” To make an accusation is one 
thing but to prove the merits of the accusation, quite 
another. I will assume the attitude of the accuser and 
endeavor to prove my case. 

The real point of issue, that of distribution, is his 
problem number five—‘One of the big problems facing 
display advertisers is the problem of distribution”— 
which appeared in his concluding article. He is quite 


correct, as a matter of fact he is letter perfect, with the 
above statement. Intelligent and economic distribution 
is the most urgent problem stalking before the display 
advertiser at this time. 

Today in America there are many responsible litho- 
graphing organizations that can turn out warehouse 
after warehouse full of snappy, eye-attracting and sales 
appealing window and counter displays. Therefore, 
the problem is not one of manufacture. 


The type of displays the dealers like and want, the 
wastage factor in mailing unrequested displays, over- 
loading the dealer by direct distribution through the 
advertisers’ salesmen, salvaging used displays, checking 
up actual installations, sales effects and values, life of 
the display, etc., are all subjects which the writer will en- 
deavor to cover in future articles which will appear dur- 
ing 1926 in The DISPLAY WORLD. The point I am 
driving at is not the above subjects, but the one shot of 
Larrabee’s that fell short. 


It was said, in one of these articles, that “the Cali- 
fornia Fruit Growers’ Exchange appropriates $250,000 
annually for a dealers’ service. Twenty men are em- 
ployed solely to render service to between 45,000 and 
50,000 merchants each year. More than 300,000 pieces 
of display material are distributed each year, and of 
this more than 75 per cent is placed personally by the 
exchange’s displaymen. 


“Armour & Company maintain a corps of men who 
are sent out as advertising men—decorators—and who 
are called dealer-service representatives. They spend 
their full time installing window and interior decora- 
tions in dealers’ stores.” 


Quoting .this writer, in part, from another article 
on the same subject: “Service men such as those used 
by the California Fruit Growers’ Exchange and Ar- 
mour are doubtless the most efficient agents for the dis- 
tribution of display materials.” And again, in part: 
The next best method of distribution is through the 
company’s salesmen.” 


In another place he said: “The company that dis- 
tributes through jobbers, of course, cannot depend on 
its salesmen for display work. How to get the jobber 
behind window display is one of the most vexing prob- 
lems faced by manufacturers.” 

The above three quotations assume the aspect of the 
“nigger in the woodpile,” in as much as they are very 
misleading. In other words, unless the display adver- 
tiser maintains his own dealer-service department 
(which is a very expensive proposition) or relies upon 
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his salesmen, or, in turn, the jobbers’ salesmen, the 
bugaboo of “no display distribution” is apparent. 

Herein lies the sin: Not one of commission, refer- 
ring to the above three quotations, but the one of omis- 
sion, in not including in the analysis of his investiga- 
tion methods of distribution other than those outlined 
above. 

I wonder if he ever heard of local window display 
services, or of the National Associated Window Display 
Services, or of the Window Display Installation Bureau, 
which individually and collectively, in every part of the 
country, according to the best information available, 
satisfactorily handled over $1,000,000 worth of window 
display installations in 1925? 

Then there is the Window Display Advertising 
Association, whose members are composed of the lead- 
ing advertising men of the country. This association 
delves into all problems affecting, directly or indi- 
rectly, the production and use of window display adver- 
tising. 

There are also.in the United States, to my absolute 
knowledge, outside of the above-mentioned sources of 
distribution, a number of reputable, well-organized, 
financially responsible “display services” that are not 
members of any association, whose functions and scope 
of service include mainly the installation of window 
displays. These so-called “display services’ are con- 
sistently operating in their individual territories through- 
out the United States, and number among their clients, 


year in.and.year out, many of the largest advertisers in -. 


America. 

I am not discussing the relative merits nor holding 
a brief for or against either of the three above-men- 
tioned units, nor for the individual agencies or services 
that operate throughout the United States. That is not 
the purpose of this article. I am merely trying to cor- 
rect the impression given in the much-discussed articles 
that the display service firm is not a factor in the effec- 
tive and judicious distribution and installation of win- 
dow displays. The interests of the profession as a 
whole prompted the writer to set forth in answer, for, 
in fact, through the development of display service ideas 
lies the ultimate solution of the distribution problem. 

Why this writer, who obviously is interested in win- 
dow display advertising, overlooked so important and 
conspicuous a factor of distribution in his writing is 
beyond me. 





WINDOWS IMPORTANT PART IN JANUARY SALE 


With windows veiled for two and a half days preceding 
the event, the Broadway Department Store, Los Angeles, 
Cal., launched their annual January clearance sale this year 
with the intention of making a 25 per cent increase over the 
biggest sale ever put over by the store, according to R. A. 
Whitten, sales promotion manager. 


An “enthusiasm meeting” of the employes of the store 


' was held prior.to the sale. Speeches were made by the 


merchandise manager, receiving room manager, divisional 
merchandise men, two buyers, publicity director and the 
general superintendent. : 
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ARROW BRAND 


For Paper Craft 


Supreme Quality 


Made in Thirty-three Brilliant 
Shades and Colors 


Gye 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
Manufactured by 


The Tuttle Press Co. 


APPLETON, WISCONSIN 
1899 — 1925 
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The Nooks and the Corners 


Light that skims 
the surface doesn’t 
have much chance 
to pay profits. 





Sun-Ray Guaranteed Reflec- 
tors completely illuminate 
your windows with powerful, pure-white 
light. They entirely eliminate dark spaces. 
Compel attention to your displays with 
Sun-Ray Ultra-light! 


Circular R on request; covers reflectors, 


spotlights; and floodlights. 
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Emphasizing Appeal In the Window 
: More Attention Should Be Given by Displaymen to the Appeal of a 
Display and Less to Securing an Unusual and Artistic Effect 


By S. J. KACZMAREK 
Display Manager, Florsheim Shoe Company, Los Angeles, Cal. 


HE paramount objective of every display- 
man in installing window displays is to 
have them rank as the most beautiful in the 
city. To garner such laurels is his ambi- 
‘tion, and every effort expended in that direction is an 
investment that brings enormous returns. 

- Beauty is that intangible element that attracts, ap- 
‘peals, and is so powerfully irresistible that it is univer- 
sally agreed upon as being one of the most potential as 
‘well as fundamental forces to bring about a large busi- 
‘ness to progressive merchandisers throughout the world. 
The displayman who is capable of installing a truly 
. beautiful window, and put into it enough “appeal” to 
‘attract passersby into the store with a desire to pur- 
“chase the merchandise displayed, is the man who de- 
“serves the laurels. However, such is not always the 
‘case. Beauty sometimes has a stunning—or call it hyp- 
‘ notic—effect on the masses, and every merchant’s 
- business depends entirely on -the masses—in other 
‘ words, volume—for its existence. 

The writer has had an opportunity to study the 
effect of such a display during the fall opening display 
season. The display presented an pnrivalled gorgeous- 
ness of beauty. Details were executed to perfection, 
merchandise of highest quality, representing the master- 
pieces of style creators. Vast throngs admired.the dis- 
play, commenting on the striking beauty, lavishness and 
gorgeousness of the layout. However, the spectators 
made no comments relative to purchasing the merchan- 
dise displayed. They just seemed to admire it, simply 
as a display, and pass on down the street. The beauty 
of the display was so overwhelming that it over- 
shadowed the “appeal ;” as a result, no desire wag cre- 
ated in the vast throngs that looked at the window. 
From a business-getting standpoint, the display was 
not only a failure, but the store sustained the loss of 
putting up this particular display while other stores 
were getting the fall business through windows which 
were not as beautiful but had more appeal. Such dis- 
plays are desirable on timely occasions, but certainly 
prove disastrous, financially, right at the beginning of 
fall merchandising period. 

Displays can be overdone—that is, “go over the 
head” of the trade—as easily as they can be deficient. 
Hitting on the other side of the target does not improve 
conditions any; the bull’s-eye is what counts. All dis- 
plays should have “appeal” as the foundation, as that 
is the most important part of any display, and the suc- 
cess of the display depends upon how much appeal 
atmosphere emanates from it. 





Another common fault among displaymen is the 
display of merchandise surrounded by wrong atmos- 
phere. Merchandise displayed in a window with a set- 
ting and background not even distantly related cannot 
possibly bring about good results. Washing machines, 
for. instance, an article common in every household. 
Displays, as well as some national advertising, show 
the housekeeper dressed in an afternoon gown reclining 
in an easy chair, reading a book. Such a setting might 
attract a few customers of the more leisurely class, but 
goes over the head of the class from which the mer- 
chants expect their volume. It would not interest the 
ordinary wage earner’s wife, because at first glance and 
thought such an arrangement in her home would be out 
of her class. If the displayman had dressed the lady 
in a house dress and an apron, that alone would bring 
the atmosphere down to the average housewife’s com- 
mon level. 

Then show the electric washer working while the 
housewife is doing some other work relative to the 
routine of a washday, such as mending clothes, cooking, 
or any other piece of domestic work. The point is to 
impress upon prospects the fact that two different duties 
can be performed at the same time with the merchan- 
dise displayed, which means less labor and a saving of 
time that can be devoted to something else. The house- 
wife is a busy person, and if she can be shown merchan- 
dise whereby she can conserve energy and save time 
she is a ready customer for the article. 

Efficiency appeals to them as much as it does to 
large corporations, and a desire for a little more leisure 
prompts them to buy the means of attaining it. Asso- 
ciating merchandise with conditions, surroundings, 
various uses, vocations, etc., and blending it tactfully 
with proper backgrounds, will bring the people into the 
store thoroughly converted to the idea presented to them 
in the displays. 

To install a good display requires constant study, 
covering a very broad field. The people of the town 
must be studied, their attitude should be analyzed, just 
the same as the actor analyzes the audience that he 
is facing. 

The study of the habits, likes and dislikes of the 
users of different articles gives the displayman a great 
advantage to “play to their tune” in displaying the mer- 
chandise. Displaymen should have the cooperation of 
the sales and statistical departments as well as the sales 
force. A thorough check-up of sales due to window 
displays will give the displayman an excellent guide as 
to the effectiveness of the displays. 
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Advance 


Artificial Flowers, Plants, 
Decorations and Novelties 


Created by “Decorative” designers 
especially for Window Displays. 


Te adorn your shop windows and attract 
new customers, you need but consult 

“Decorative,” whose specialized service is at 

your call—with novel, modern style ideas 

that always ‘stir a sensation.” 

If you can not call, ask 


to see our representative 
at your convenience. 


Call at our “Garden 
Showroom” and see the 
line of a million items. 


DECORATIVE PLANT CO., Inc. 


228-232 Fifth Avenue (Ashland 2763) 





New York City 
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Review of Display and Predictions 


Some of Foremost Figures in Advertising and Window Display Field 
Express Opinions of Accomplishment and Hopes for the Future 


HOW 1926 WILL AFFECT THE DISPLAYMAN 


By J. H. RICHTER 
Display Manager, The Fair, Chicago 


ETURNING from an extended visit to Eastern cities, 
the impression remains with me of how great the prog- 
ress of display has been. 

Looking backward over a period of more than a quarter 
of a century of personal display work, I can not help but 
feel that display work and displaymen are nearer the win- 
ning goal than ever before. The confidence and respect of 
their employers and coworkers has been earned in ever- 
increasing numbers through the earnest efforts of these men 
to prove themselves worthy. 

Less attempts to portray artistic temperament and more 
sincere efforts to study the real requirements of display 
work have made valued executives of a class of men who 
were formerly considered only necessary evils about the aver- 
age store. 

This, in my opinion, has been the greatest single factor 
in display progress, greatest because it was the most needed 
factor, and because only through displaymen themselves can 
display progress. x 

Much credit is due the manufacturers who cater to dis- 
play requirements, their efforts to constantly improve their 
products have in no small measure added to the progress of 
display. 

The trade: papers with well-written articles and photo- 
graphic reproductions of display work from many different 
cities are an ever-increasing factor in the progress of dis- 
play, and a displayman who neglects to take advantage of 
their help is not making the progress he could make by using 
them. 

The coming year will hold more than ever the oppor- 
tunity for displaymen to progress, for the foundation of the 
past, though long in the building, is built well through the 
efforts of those sincere men who have given and are still 
giving their best efforts to the progress of display. 

If we, all of us, will but realize that the display depart- 
ment of a store is a department of service that our most 
important function is to help in the selling of merchandise 
through good display, if in the discharge of our daily duties 
we earn and retain the friendship and respect of those who 
are working with us throughout the store, we shall more 
easily gain and retain the respect and confidence of our 
employers and perhaps find the road to p:isonal success a 
bit more smooth, and surely a great deal more pleasant. 

I would like to suggest the following as a displayman’s 
creed: “As ‘one who serves,’ let my service always be such 
as to earn the friendship and respect of both those whom I 
serve and who serve with me.” 


INDUSTRY WILL HARVEST WHAT IT SOWS — 
By JOSEPH M. KRAUS 
Pres. W. D. A. A. and Adv. Mgr. A. Stein & Co., Chicago, III. 


bn progress in all forms of window display advertising 
should be seen during 1926. 

The second annual convention of the Window Display 
Advertising Association, held in Chicago in October, gave 
real evidence that national advertisers, advertising agencies, 
jobbers, retailers, display managers, lithographers, display 
counsellors, display installation bureaus, newspapers and 


trade publications were all working for a common objec- 
tive—maximum efficiency in window display and minimum 
waste. 

The splendid spirit of cooperation which permeated the 
entire proceedings of the convention, presaging an ensuing 
year of constructive activity, justifies the conclusion that 
important and worthwhile developments in this important 
branch of advertising can be expected. 

It is generally predicted that business during 1926 will be 
good, and even the most conservative opinions only append 
the admonition that competition will be very keen. Unques- 
tionably competition will be keener and undoubtedly that 
part of sales promotion work which is represented by win- 
dow display will receive closer and more intelligent con- 
sideration. 

It should be borne in mind by everyone interested in win- 
dow display work that the Window Display Advertising 
Association presents an unprecedented opportunity for the 
exchange of ideas and the cooperative study of the problems 
facing men interested in this work. The Window Display 
Advertising Association may be able to more closely approxi- 
mate the success that it merits if memberships can be in- 
creased sufficiently to enable the executive board to carry 
out a most constructive program for investigation, research 
and education, Which it is ready to release as soon as funds 
are available. 

It would be safe for me to predict a much better year for 
window display if I knew that every man who should asso- 
ciate himself with the Window Display Advertising Associa- 
tion would do so—posthaste. 

An inquiry to the secretary of the association, Frederick 
L. Wertz, 8 W. Forty-seventh St., New York City, will bring 
full particulars regarding our plans, membership fees, etc. 


ORIGINALITY BY DISPLAYMEN WILL MAKE 1926 A 
BETTER YEAR 
By CLEMENT. KIEFFER 
Manager Display Dept., The Kleinhans Co., Buffalo, N. Y. 


. " iatdepeetd a very few hours, I dare say, minutes, the clocks 

throughout the peaceful city of Buffalo will be striking 
twelve and another year of great accomplishments will be 
recorded in the archives of big business. Window displays 
as a medium of advertising have accomplished their share of 
the business, and a magnitude of credit is due the merchants 
who have given their display managers the opportunity to 
create ideas by having absolute faith in the men deputized 
to install the windows. Many are given carte-blanche to 
spend as they see fit; others have generous budgets and ap- 
propriations to purchase fixtures and decorations to beautify 
their window displays. 

I believe all successful merchants recognize the value of 
attractive store window displays and others are learning to 
appreciate this more and more in consequence of what mem- 
bers of the International Association are doing. Primarly, 
such individual window displays are for the benefits of the 
merchants making them, and many people regard them solely 
in this light. 

Largely as a result of the efforts of the displaymen there 
is instilled in the public mind a feeling of progressiveness 
that plays its full part in the upbuilding of the city. 

The only reason window display is not the best of adver- 
tising mediums is that its circulation is\local and is limited 
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An Original Display by Mr. Ernest M. Fox, 
Display Manager of Kaufman’s, Harrisburg, Pa. 


A screen panel decoration, executed with THE INTER- 
NATIONAL CUTAWL, superimposed upon a plain back- 
ground of wallboard. Mr. Fox endorses THE CUTAWL 
enthusiastically as follows: 


“The Cutawl is a wizard for work. We have had ours in 
use over two years and like it more every day. By its use 
we have been able to create some very beautiful window 
and interior pieces. 

“Its operation is very simple and the up-keep compara- 
tively nothing. In my 23 years of display work I have 
never found anything so valuable to the display profession.” 


THE DISPLAY WORLD 
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in novel, sales-producing Win- 
dows and Interior Trims, is 
easily available to every Dis- 
play Manager. Elaborate mo- 
tifs, in period design or mod- 
ernistic effects, are simply and 
cheaply rendered in materials 
always at hand by 


15 DAYS’ FREE TRIAL 


Send for detailed information how other promi- 
nent. display managers are winning acclaim 
through the use of the Cutawl and how you can 
try the machine on fifteen days’ trial. Write 
today to 


THE INTERNATIONAL REGISTER CO. 


13 South Throop Street 
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A National Slogan and Emblem 
That Puts Its Message Across 


An Effective Means for the 
Concentrated Tie-Up of all 
Manufacturers and Con- 


cerns Catering to the Dis- 


play 


Interested in 


Field and Directly 


its Growth. 


“Electrotypes Available in Two Sizes at a Cost of Only $1.00 for the Set.” 


This slogan and emblem is the result of the 
realization of the publishers of The DISPLAY 
WORLD that the interests of the entire display 
field could best be exploited and promoted by a 
national slogan and emblem which would afford 
a ready tie-up for all interests identified with 
this field and desirous of aiding in its constant 
growth and development. 


The slogan has been copyrighted and elec- 
trotypes are being offered for your use at a 
cost of only $1.00 for the set of both sizes. 

The use of this slogan on your stationery, 
advertising literature and catalogs will prove 
a tremendous influence for giving publicity to 
the importance of window display advertising 
in the business world. 


ORDER A SET OF THESE ELECTROTYPES TODAY 
THEN PUT THEM RIGHT TO WORK 


The DISPLAY WORLD Service Bureau - - Cincinnati, Ohio 
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to the passing throng. Unless this space is~filled with good 
copy, the cost of which is the rent bill, it is lost, and the man 
who supplies the copy is the display manager. He can make 
or break the space—if he is a good man then he is truly an 
artist—just as much so as the man who draws illustrations to 
nake advertising space valuable. 

It is not my intention to foster upon you any platitudes, 
coined phrases or hackneyed axioms, but rather to speak 
frankly and state facts to both merchant and managers of the 
display department. 

Merchants know that windows are the face of the store 
body and should give first and lasting impressions. Why do 
a few curtail? Displaymen know their windows are viewed 
by the passerby who never sees the interior of their store. 
Why are so many prone to install that “I guess that'll be a 
good-enough window?” Why are many so laxiadisical? Why 
are goods placed without discrimination and without any sell- 
ing appeal? However, men represenitng stores of pretentious 
size offend in this respect, it is not only the little stores. 

‘ Ninety twenty-six will naturally be a better year than 1925, 
regardless of all its accomplishments. There is a growing 
tendency for small displays, or groups of merchandise. This 
calls for ingenuity, careful preparation of the merchandise, 
and requires men to be students. Displaymen should not 
follow the beaten path and be content with laurels once 
achieved. Strive to do the task in hand better than ever, 
and believe in yourself—believe in your store and believe 
in your merchandise. 

Make the public believe as you do through your windows 
about the store you work for. 


PROGRESS OF WINDOW DISPLAY IS NOTABLE 
By HARRY W. HOILE 
Dis. Mgr., Rorabaugh-Brown D. G. Co., Oklahoma City, Okla. 


+ nas development of the display profession is, we might 
say, a continuous process. Window display history in 
reality started in 1880, when the Jordan Marsh Company, of 
Boston, engaged the first displayman, although display for 
selling or trading purposes is really as old as time itself. 

Like the finished steel, display work has passed through a 
series of progresses or periods, all of these more or less 
experimental. For instance, the old-timers can recall that 
at the beginning it was merely a matter of putting merchan- 
dise into a window with a show card of some sort. Then 
came the hammer and saw and cheese cloth period; later, 
the mechanical period when motion displays were used by 
all the “up-to-the-minute” displaymen; and the color period, 
when it was considered a good stunt to build things of mer- 
chandise, such as turkeys of napkins, fountains of feather 
plumes, ships and other things of handkerchiefs, locomotives 
of housewares, etc. Then came the gingerbread or paint 
brush period, and now we have (more or less) a combination 
of several of the above methods developed to a degree far 
more practical for use in harmony with the modern methods 
of merchandising. 

Unlike the finished steel perhaps, display work has a 
never-ending source for improvement. The steel that is fired 
by the best mechanic is the steel that stands the test—just so 
the window displays improve through the work and coopera- 


tion of expert displaymen. Many of the latter are now’ 


engaged in the flower and decoration manufacturing busi- 
ness and are doing great things for the improvement of 
window displays. . 
Only of recent years has the importance of show win- 
dows been acknowledged by the public at large. You may 
verify this by camparing the remarks overheard at this time 
regarding the stores with the line of conversation of a few 
years back. You scarcely hear a person mention a retail 
store today without some reference to the window displays, 
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whereas in the past the conversation was usually confined 
to the stocks or the store itself. 

The term “window shopping” is comparatively new and 
is being used more and more day by day. Incidentally, this 
is having a psychological effect on the public’s mind and is 
selling the windows to them automatically. 

I believe that on account of this fact the time is coming 
when all the buying public will form the window shopping 
habit. When this time arrives it will enable the displayman 
(who finds it necessary to use “circus posters” or loud effects 
to attract attention) to concentrate on selling the merchan- 
dise through effective attractive displays. 


MANUFACTURER SHOULD GET REVERSED PER- 
SPECTIVE OF RETAIL DEALERS’ PROBLEMS 
By EDWIN L. ANDREW 


Asst. to Manager, Dept. of Publicity, Westinghouse Electric 
& Mfg. Company, Mansfield, Ohio 


it ling pun outrageously : Window displays are no longer a sop 
to the merchant—he is all sopped up. Promiscuous dis- 
tribution of displays is just as resultful as promiscuous driv- 
ing at high speed on the crowded boulevard. The merchant 
has discovered that three panels and eight colors will not 
forever fill the void of an idea that sells. He may not be 
able to give professionally worded reasons why certain dis- 
plays get into his windows, but he is perhaps a better judge 
of what a given display will do for him than are we so- 
called professionals. He is and always will be the ultimate 
winnower of the wheat from the chaff. The national adver- 
tiser who would break into his windows would do well to 
try looking from the inside out through the plate glass. The 
reversed perspective is conducive to revised planning. 


THINGS ARE GOING TO HAPPEN IN 1926 
By FRED A. GROSS 


Director of Displays, The Owl Drug Co., San Francisco, Cal. 


QTUDY of display problems during the past twelve months 

by experts formerly occupied with various analytical sur- 
veys has awakened a new and irresistible force lying dormant 
among those men and women directly connected with the art 
of displaying merchandise. 

Those who read have been surprised, and in no. small 
number of cases just a bit stunned, by what some of these 
people poking around in a new profession have revealed, 
ferreted out, indexed and catalogued for their information 
and ours. 

Pick up almost any journal, newspaper, magazine or hana- 
book recently printed, and somewhere in its pages you are 
most certain to find reference to display doings, money in- 
volved and their importance to the community. 

Pick up trade journals of the profession itself, such as 
the one this is written for, and what do we find? Page after 
page of facts and figures devoted to REVEALING what 
others have found out about the tremendous selling force of 
merchandise and of the power of service when properly pre- 
sented via the window display route. ‘These revelations have 
directed the spotlight of publicity to the vast possibilities of 
the business. ; 

By professional research activity we have awakened a 
new interest in a practically virgin field that is attracting 
and holding skilled workers of many arts and crafts hitherto 
comparatively unknown to the business of selling merchan- 
dise through the plate. 

This is not a prediction, but as we all well know, facts 
founded on the review of 1925 endeavor. It is quite possible, 
then, to forecast to a very accurate degree what influence 
these facts will bear on general conditions during 1926. 

Display activity will be doubled by most all concerns dur- 
ing the first half of the year. By midsummer we look for a 
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200 per cent increase, brought on by intense competition of 
the display industry itself. 

One of the greatest factors to bring about such a con- 
dition will be the super-services rendered by the displaymen 
themselves, many of them working independently and with- 
out the customary one-house connection. This field already 
organized by many of the country’s foremost exponents of 
display is beginning to make itself felt in no small manner 
to merchants and manufacturers, who have been quick to 
catch the value of this type of high-class service rendered. 

This condition, growing by leaps and bounds, will bring 
about competition between organizations carrying their own 
display departments, and will result in bringing out the best 
possible efforts to the advantage of both. 

The day of the specialist is here, and as many capable 
displaymen as can be produced will find a ready market for 
their talents during 1926. 

The day of “free” window trims and service by manufac- 
turers is rapidly approaching its end. The end of 1926 will 
usher in a definite decline of this policy by organizations. 

By the time this is off the press you can expect the first 
announcement of one of our big national advertisers that 
they will charge for their higher class window display ma- 
terial. Should the retailer wish to tie up with this nationally 
known commodity in his window displays and link his store 
with the ingeniously placed broadcast of the printed copy, 
such as newspaper, magazine and billboard, he will be 
charged his share percentagely. In other words, it is ex- 
pected to inaugurate a policy whereby the deals consum- 
mated between retailer and manufacturer will show a direct 
charge for de luxe window display advertising material in- 
stead of hidden costs as heretofore. 

This will enable a manufacturer to present a more helpful 
series of window display material than ever before and will 
create a new departure in the presentation of many com- 
modities. Furthermore, should this experiment prove its 
worth, and the plan is sound, much waste of advertising dis- 
play material will be eliminated. 

It is obvious that such a system will actually tend to- 
wards creating a saving by lowered costs, brought on by in- 
creased efficiency of material sent out. Working on the 
assumption that nobody ever received anything for nothing, 
the plan presents sterling worth and will no doubt. have the 
serious consideration of many manufacturers once the initia- 
tive is taken. 

You can look to chain store organizations to point the 
way of many successful short cuts to display selling. Plans 
definitely worked out and proven by the Owl Drug Com- 
pany chain of stores, national in scope, point to an intense 
campaign of appealing to the buying public via the window 
display method. 

Greater displays during 1926 will bring greater profits 
than ever before. Displaymen and their problems will be 
given greater consideration and freer range than hereto- 
fore because 1925 more than ever has proven that a capable 


displayman CAN PUT THE PAY INTO DISPLAY. 


DISPLAYMAN FAST ATTAINING RIGHTFUL PLACE 
By MORRIS L. BLACK 
Display Mgr., Strouss-Hirshberg Co., Youngstown, Ohio 


HE year just passed has been a very successful one from 

a business standpoint, not what you would term a boom, 
but a steady increase, which is a very good indication that 
the year 1926 we are entering will be even better. Reports 
from merchants show this Christmas to be a record-breaker 
and very optimistic about the future. 

Most industries are now working about 100 per cent; the 
building boom, which got a good start in 1925, bids fair to 
continue well into 1926. 3 
(Continued on page 48) 
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Artificial Light During Daylight Hours 


Show Window Illumination Proves Equally as Valuable When 
Used During Daylight Hours for Minimizing Reflections 


By W. T. BLACKWELL and A. S. TURNER, JR. 


Public Service Electric & Gas Co., Newark, N. J., 
and Edison Lamp Works, Harrison, N. J. 


Editor’s Note—This article presents the results of a 
series of tests extending over a period of four weeks to de- 
termine the attracting power of various intensities of arti- 
ficial light in show windows during daylight hours. The test 
was conducted under somewhat extreme conditions as to 
daylight reflections, backgrounds, merchandise, etc., and it is 
the opinion of the authors that equally good or even better 
results might be expected under more favorable conditions. 


~ 


URING the past few years numerous tests 
have been conducted on the lighting of 
the merchants’ show windows. These 
have been varied in nature and have illus- 

trated most conclusively certain pertinent facts with 
regard to the use of artificial light as an aid to mer- 
chandising. Summarizing these, we find that artificial 
light in increasing amounts, when used at night, has 
added to the attracting power of the show windows 
tested approximating a direct ratio. 

It has been found that the trend of. traffic of per- 
sons on a street may be changed at night by the use 
of more lighting in windows on one side of the street. 
Color lighting, as applied to night show. window 
illumination, when correctly applied, will attract more 
people for the same wattage consumption than the 
regular unmodified light. 

An entirely different proposition has been con- 
sidered in the case of difficulty arising from the ob- 
scuring of merchandise by external reflections in the 
plate glass of the window. Tests along this line of 
investigation have shown that more light has to be 
reflected by the objects in the window than is reflected 
by the plate glass in order to overcome these reflec- 
tions. A more recent test showed that a high inten- 
sity of lighting, including color, together with a 
spectacular display which embodied motion, would 
also attract many more people than would the regular 
window without artificial light. 

After surveying all of these tests, it appeared that 
we still lacked information from the merchants’ view- 
point as to just what value additional artificial light 
on the merchandise in the daytime would have as far 
as making the attracting power of a window greater. 
It was, therefore, decided to conduct a test in order 
to determine, if possible, whether changing the 
amount of light in the window would have any effect 
on the number of passersby who would stop to view 
the merchandise. 

It should be borne in mind that this test was not 
conducted on the promise that all of the daylight re- 
flections in the window would be overcome, but rather 


to determine what amount of light would be desirable 
from an economic standpoint for the merchant. Tt is 
believed that merchants are interested in obtaining 
information on how to attract more people to their 
windows and thus increase their sales of merchan- 
dise, this information being expressed in terms with 
which they are more or less familiar. 

Upon making a study of how such a test should 
be operated, there immediately came to mind the nu- 
merous variables which are constantly affecting the 
attracting power of a window. For example, we 
know that at various times of the day people are 
more or less susceptible to window shopping. Those 
hurrying to or from their office would not naturally 
be attracted to displays as much as those who have 
come to town primarily for the purpose of buying 
merchandise. Therefore, it was necessary to obtain 
figures showing a comparison between the same type 
of groups of persons on the street. 

Another variable which is known to all is the 
type of display in the window itself. Here again it 
was necessary to make a check control in order that 
the display in the window itself would have no effect 
on the results. Still a third factor in such a daylight 
test is the condition of the weather. On rainy days 
we would expect less people on the street, and also 
fewer persons loitering in front of a window to look 
at merchandise, and yet, on the other hand, we might 
expect a greater number to stop because of the con- 
trast of a lighted window with one which was not 
lighted. 

At different times of the day the daytime reflec- 
tions on the plate glass of buildings opposite the win- 
dow would also vary in intensity, therefore, in order 
to obtain average figures it would seem desirable to 
conduct a test throughout the entire day. 

Having taken all of these variables into considera- 
tion, it was decided to select a store using a display 
which could be considered, as far as’ possible, repre- 
sentative of the average. It was also decided to select 
a store where the show window was of the narrow, 
deep type rather than the wide, shallow type as used 
in large department stores. The reason for this se- 
lection was due to the fact that most smaller mer- 
chants are now utilizing much more of their first floor 
for show windows, and consequently the tendency is 
to this type. A window facing east was selected in 
order to obtain a variety of conditions, including the 
worst possible. 
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With these points in mind, Lissner’s, a woman’s 
ready-to-wear department store on Broad Street, 
Newark, N. J., was approached and interested to the 
extent that they permitted the use of their windows 
for this investigation. Directly opposite the store is 
the Public Service Terminal Building with its white 
store front, producing extreme daylight reflections in 
the test window. 

The merchandise which they displayed in this 
window was practically always dark in color, consist- 
ing of furs, dresses, and one or two hats. Dark mer- 
chandise again, on account of low reflecting power, 
makes the daytime reflections more difficult to over- 
come. With the wide expanse of park area between 
this window and the Public Service Terminal Build- 
ing, extreme daylight and sunlight conditions were 
obtained during the morning hours. 

As typical of most stores, they lowered an awn- 
ing during this time of sunlight in their window. 
Extreme daylight reflections were produced in the 
glass with the awning lowered, due to the higher 
brightness of the building across the street even 
though the sun was not shining upon it. This build- 
ing, in fact, is always very bright, due to the large 
sky area which illuminates it. 

It is a well-known fact that a light background 
will add materially in doing away with apparent re- 
flections on the plate glass of the window, but in this 
case there really was no background, due to the con- 
struction of the window, and the side wall of the win- 
dow itself was stained in dark oak. 

Summarizing, it can be seen that the conditions 
of this test might well be considered extreme as far 
as daylight reflections were concerned, having prac- 
tically a black background, dark merchandise, a light 
building opposite, and a large sky area. Therefore, 
it was believed that if an increase in attracting power 
could be shown with a relatively small amount of 
light, equally as good results might be expected where 
the conditions were more favorable. 

In order to overcome variables, such as the vari- 
ous types of people, changing weather conditions, and 
changing displays, it seemed desirable to use but one 
window for the entire test. By taking readings of the 
total number of persons passing that window during 
each half-hour of the day, and the number who 
stopped to look at the merchandise during each half- 
hour, alternating the window with light on for a half- 
hour, and off the next half-hour, it would be possible 
to obtain a check on the same merchandise and the 
same weather conditions. Then, in order to make a 
check on the same groups of people, similar readings 
were taken on the following day with the change 
that on the half-hour when light had been used on 
the first day, no light was used in the window, and 
during the half-hourly periods when light was not 
employed on the first day it was used on the second. 

Even under such conditions there are liable to be 
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variables entering into the test, so that six days were 
taken for the same intensity of artificial light alter- 
nating as described above in order to eliminate as 
many of the variables as possible in our final aver- 
ages. This gave the equivalent of three complete 
days with light on and three complete days with 
light off. 

In order to change the intensity in the window 
with the least trouble as far as disturbing the displays 
was concerned, it was decided to install equipment in 
the window which would produce varying intensities 
of illumination. There were installed two rows of 





Fig. 1—View of Test Window Taken from Rear, Showing 
Rows of Reflectors Used During Test 


200-watt individual mirrored glass reflectors with 200- 
watt lamps on 10-inch centers along the front and 
side of this window to a depth of 11 feet. The ap- 
pearance of this equipment, when lighted and viewed 
from the rear, is reproduced in Figure 1. 

It seemed undesirable to continue the lighting 
further back into the window as the windows had 
practically no attracting power to those passing by 
beyond this point. They were merely a display place 
for merchandise after persons had once been attracted 
to the window. Again, this back portion of the win- 
dow had no effect as far as the daylight reflections 
are concerned. Before actually installing this equip- 
ment, it was deemed advisable to see what effect the 
amount of light ordinarily used in the window would 
have in attracting persons in the daytime, and so the 
first week the test was run with their present equip- 
ment, consisting of 100-watt lamps in individual mir- 
rored glass reflectors on 18-inch centers. The second 
week was then tested with 200-watt lamps on 10-inch 
centers, the third week with the same equipment plus 
additional units in the second row on 20-inch centers, 
and the fourth week the last circuit of the equipment 
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was turned on, giving an equivalent of 400 watts for 
every ten inches of window frontage. 

It was mentioned before that a count was made 
of the total persons passing the window, and of those 
actually stopping to look at the merchandise. It 
should be borne in mind that the count of those stop- 
ping did not take into consideration any of the per- 
sons who glanced at the window, even slowing down 
in their walking, but rather only those who actually 
came to a dead stop and scrutinized the merchandise. 
It was thought best to work under these conditions 
due to the possibility of errors which might enter in 
changing observers because of a personal element 
in deciding whether or not they had slowed up to 
view the merchandise or for some other cause. The 
test would have, no doubt, shown still higher results 
if those slowing down had also been counted, but the 
figures would not have been as accurate as under the 
system employed. 

The observers stationed themselves at the curb in 
order that they would not in any way detract or at- 
tract people to the window. As well as taking the 
count of persons passing and stopping, it seemed de- 
sirable to obtain information regarding the amount of 
light in front of the store, and the amount of light 
on merchandise in the window. Fairly average results 
could not be obtained by making readings with a 
Macbeth Illuminometer every half-hour, first, of the 
daylight intensity on a horizontal plane 30 inches 
above the sidewalk; second, on a vertical surface 
about 2% feet back of the plate glass of the window 
where the trim was usually built up; and third, on a 
horizontal plane in the front of the window at the be- 
ginning of the trim. 

These readings were all taken without artificial 
light, and then at night with all other lights off, in- 
cluding street lighting equipment. Readings were 
taken of the artificial light alone on the same points. 
This gave a means of deducing the amount of light 
on the merchandise when the window was both un- 
lighted and lighted. 

(This Article Will Be Concluded in February Number) 





HEAT-O-PROCESS CO. MAKES RAPID ADVANCE 

At a recent interview which a representative of The 
DISPLAY WORLD had at the Heat-O-Process Company, 
33 West Sixtieth Street, New York City, he was very much 
impressed with the high-grade calibre of work they manu- 
facture. Their cardboard counter and window displays in 
bold relief lettering and embossed effects seem to be a radical 
improvement on anything of a similar nature heretofore pro- 
duced. Their method consists of reproducing in facsimile 
products, packages, trade-marks and other insignias, etc. 

A very strong feature of their product is the gold paper 
which they use; it is incomparable as to lustre and color, 
and is guaranteed not to tarnish. Their artists are creators 
of ideas and are at all times willing to submit a sketch for 
approval if the client is sufficiently interested. 

Despite the fact that they are only a young concern they 
are rising rapidly through the merits of their work, which 
has met with the hearty approval and commendation of some 
of the largest national advertisers. 
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Who They Are and What They Say 


No. 19—JOSEPH CUMMINGS CHASE, New York City 


ONSULTING ARTIST is a descriptive 
title new in the retail dry goods store field, 
created for Joseph Cummings Chase, and, 
so far as is known, borne by him alone 

among those in charge of display departments in 
New York City and elsewhere. 

The management of James McCreery and Com- 
pany, Fifth Avenue and 
Thirty-fourth Street, were 
responsible for the title. 
Five years ago they wanted 
somebody, an artist, to 
work with the store’s ar- 
chitects for the store’s bet- 
terment, and they asked 
Mr. Chase to come. What 
the McCreery Company 
wanted was more elegance 
in their windows and also 
throughout the store. 

“T expected to stay three 
months,” Mr. Chase says, 
“and I have been here for 
five years. My business 
was originally, and still is, 
to mix the first bucket of 
paint for every fresco, and, 
figuratively, to do the same 
for every decorative job, 
including the windows. I 
have no ‘hours,’ for some- 
times I am hardly at the 
store at all during a day, 
and sometimes I am there 
eighteen or twenty hours, 
depending on the need. I 
started out by being a con- 
sulting artist and then I 
found myself a display 
manager, and now I suppose I am head window 
trimmer.” 

But whatever the term that stands against his 
name in any book, no one will deny to Mr. Chase the 
fundamental title, “artist.” Not only is he this in the 
work that he does in his own studio on the top floor 
of the Hotel Chelsea, 222 West Twenty-third Street, 
which includes portrait in oil and posters, but he is 
also “artist” in his window trimming. Perhaps no dis- 
play manager in New York has his windows more 








JOSEPH CUMMINGS CHASE 
“Consulting Artist,” James McCreery Co., New York 





often photographed or selected for comment by those 
who often do not know the personality behind them. 
His windows are—if one may be allowed the use of a 
much-overworked word—different. This fact is not 
surprising when the richness of art training and art 
background behind them is known. 

Mr. Chase did not, as most display managers do, 
come up through an ap- 
prenticeship to other dis- 
play managers. He was 
born in Maine, on a college 
campus, the son of a col- 
lege president. He had 
versatile interests in his 
boyhood days, which in- 
cluded the classics and 
football, but always a love 
of drawing and of color 
was pointing a clear finger 
to his greatest aptitude. 

One of the boyhood en- 
terprises that he recollects 
(he was twelve or fifteen 
at the time) was the pub- 
lishing of a magazine called 
The Roaring Gimlet, which 
he type-set and printed, 
consisting of 24 pages, ‘22 
of them advertisements at 
$1 a page, and the remain- 
ing two filled with carica- 
tures of the town’s leading 
citizens, “who awaited with 
horror,” he tells, “the pub- 
lication of the pictures 
and the remarks accom- 
panying them.” He cast 
the plates himself — old- 
fashioned, chalk-line plates. 
The process was one in which the draftsman drew 
through chalk to. the zinc beneath, making crevices 
which were the moulds for the cut. These lead cast- 
ings were made over the kitchen stove. 

With the money thus accrued he was able to be- 
gin what developed into many years of study in both 
American and French art schools. He began his pro- 
fessional life with making newspaper sketches. Then 
came illustrations for the leading magazines and book 
publishers. Then his particular inclination, which is 
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portrait painting, had its chance. In this he pros- 
pered to such an extent that during the war he was 
chosen by the government to paint the official por- 


traits of commanding combat generals and soldiers | 


who distinguished themselves in service. He did 142 
in three months overseas and was doubtless selected 
because of his combining speed with an ability to 
catch accurate likenesses. This work might have been 
mere routine business, to be lost among official rec- 
ords, but, as a matter of fact, among these portraits 
are some of Mr. Chase’s best work. More than fifty of 
them now hang in the National Gallery at Washington. 

But to come from these fascinating phases to his 
equally fascinating contributions to the art of win- 
dow display, we find him here again both practical 
and an artist; hence a practical artist. A discussion 
of this part of his work should be begun by explain- 
ing a situation which had arisen among retail depart- 
ment stores leading to his employment by James 
McCreery & Company. 

“After the war,” says Mr. Chase, “all stores found 
themselves in an awkward position. They had not 
been able to get good merchandise, had been selling 
what they could get at what seemed exhorbitant prices 
—a dozen silk shirts to a working man, and so forth. 
It will be remembered how abnormal conditions 
were. Since materials were not good, and the colors 
ran, stores had lessened their prestige with their regu- 
lar patrons. , 

“Many stores realized the necessity to gain back 
confidence of patrons. One reason for this dilemma 
had been the let-up of appearance in display—win- 
dows had become theatrical and garish. Stores felt 
themselves at a disadvantage and laid plans. These 
led to a change of personnel in display departments in 
many cases, though some stores by shifting around 
used effectively people that were already in their 
employ.” 

One of McCreery’s plans was to secure a person 
of discrimination, an expert in color, in order that 
their windows might be brought as quickly as pos- 
sible to reflect the qualities which they had been 
obliged to neglect. Just what Mr. Chase brings to 
his windows it is very hard to make clear in a few 
words, because he brings his whole.art background. 
Only a few of the principles on which he works can 
be pointed out. First, there is the matter of color. 
“Color contrast” is frequently more important than 
“color harmony,” he thinks. 

“My assistants are often aghast,” says Mr. Chase, 
‘at what I am going to put into a window for a back- 
ground, but apparently they are not disappointed at 
the results. We apply color contrast in different 
combinations on our main floor as well as in our 
windows. One does not see enough of color contrasts 
in display windows, although there is plenty of dark 
and light contrast. Most displaymen attempt to use 
color harmony entirely.” 
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The fact that Mr. Chase seldom looks at other 
windows on the avenue until his own are done could 
hardly be given as a reason why his windows are 
“different.” It is rather a symptom, for he is by 
temperament an originator, not a follower. 

Twice a year he meets representatives from all 
sales departments of the store to give three talks— 


one on color, one on arrangement, and a third on the 


use of accessories. Besides these he is asked at in- 
tervals to address group meetings of different depart- 
ments. For instance, in a talk before the upholstery 
department recently he discussed “What Intrinsically 
Makes a Design Good or Bad,” illustrating on a 
blackboard by constructing wall paper and tapestry 
designs. 

He is dealing here, he says, with people who know 
a great deal about their own subjects, and he tries to 
give them what he has in addiiton, without leaving 
the impression that he considers them ignorant on 
that subject. He is ready at all times to answer and 
aid in the solution of any color problems that are 
bothering the sales people. 

“Colors do not really change from year to year,” 
says Mr. Chase, “though the names change. Colors 
are chemical mixtures. In any color problem there is 
always a first and best solution, and then others that 
can be used. The thing to know is that every color 
has only one exact color contrast. 

“One can not always do what one would like to 
do,” Mr. Chase says, concerning his working prin- 
ciples in planning a display. “That is, just as in por- 
traiture one can’t always pick for a subject the per- 
son that would make the most interesting portrait, 
so in display, the problem is to do the best possible 
with what is to be shown, emphasizing its beauty, 
elegance and desirability, and stimulating interest to 
the buying point. 

“A current opinion that everything in a window 
must stick out like a sore thumb is all wrong. It is 
wrong psychologically, because no human being ever 
sees the whole of any object at once; he sees only 
what appeals to him at the moment. We, in our 
windows, can ‘lose’ merchandise effectively against 
dark mahogany. An example of the use of emphasis 
is to pull up a chair against the uninteresting side of 
a dress, and put accessories there, while the interest- 
ing side is allowed to speak for itself. The same prin- 
ciple holds as in posing a subject for a portrait—the 
best features are brought into light.. 

“The greatest compliment I can have is to hear 
someone say, ‘I passed a McCreery window today 
and it had in it so-and-so,’ remembering everything in 
the window because of correlation.” 

One of Mr .Chase’s principles is the matter of 
telling a story with his windows. 

“T always have the feeling,” he says, “that here is 
a living room Madame is receiving guests 


Or here is a group at bridge . . . Or 
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here is a boudoir. Nothing must be in the window 
that does not belong in the picture—no figure and no 
accessories. It is not that I think every window 
must be shy of merchandise, but there must be a rea- 
son for the presence of everything used. We very 
frequently take out a number of things from a win- 
dow after we get it set because they injure rather 
than enhance the main display. 

“Some pictures allow for crowding, as, for in- 
stance, a theatre lobby setting that we recently used 
in connection with the dressing rooms of Douglas 
Fairbanks and Mary Astor, where we used eighteen 
forms. Then, at another time, a wedding parade, 
where we used three adjacent windows, in which we 
showed the bride, bridesmaids, maid of honor, and 38 
forms crowded against the ribbon aisles. 

“Of course, one is never satisfied. He feels that 
the result might have been better. Compromise is 
continually necessary. Because you can not do cer- 
tain things you are forced to do others. It is interest- 
ing though that sometimes you make your biggest 
hits through these experimental compromises. My 
aim at McCreery’s is to better the standard. We are 
never perfect and are always open to criticism.” 

Mr. Chase has five assistants working under him, 
whom he instructs very carefully. He declares that 
they know more about color than any similar group 
in any store and are never fooled by seeming clashes 
or seeming harmonies. Every year someone is drawn 
from his department to take charge somewhere, and 
they do it excellently. 

Each year Mr. Chase paints for the store a poster 
for its fur opening, and a Christmas poster. Last 
year his Christmas poster was “Bringing in the 
Christmas Pudding.” This year it pictured “Three 
Fiddlers of Washington’s Time,” playing for the 
Christmas party. 

. Mr. Chase, it will be seen, represents distinctively 
the new trend in window display to get away from 
the conventional and to put knowledge of design into 
window planning. He shows no tendency to feel 
“cocky” about anything he does and is very appre- 
ciative of the work of his fellow-craftsmen in other 
stores, who, he says, are often clever and knowing 
and growing. 

Apparently he feels no less interest in one part of 
his work than in another. “AIl my work is a serious 
matter,” he says, “and I entertain the hope that if I 
live twenty years longer I may become an artist.” 





ORIGINAL PAINTING USED IN NOVEL DISPLAY 

An entirely original Christmas window display with an 
elaborate painting of an Alpine scene was shown in the win- 
dow of Bridge’s Drug Store, Milford, Mass., during the entire 
holiday season. The painting was reproduced by J. Lester 
Morgan, who is associated with this store, from a pencil 
sketch he made of the scene where he stopped for a few 
days’ rest during a recent tour of Europe. Electrical effects 
were used to better illustrate the moon, stars, and other por- 
tions of the display. 
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Jump sales this way— 
at no greater cost! 





You’. get a thrill out of the new 
more brilliant colors in Reed’s Crepe 
Papers—two ways, through your own 
sense of appreciation as a window 
dresser and through the increased 
effectiveness of your windows! You 
never in your life saw in crepe papers 
such rich, deep, glowing colors in 
such a bewildering color-range. They 
snap up even the most ordinary win- | 
dow trim unbelievably. 

Let us send you our booklet, ““Win- 
dow Dressing Made Easy.” It’s for 
experts as well as for those who aren’t 
so expert. You'll find it full of stimu- 
lating, clever suggestions. But if you 
want help in your own individual 
problems, get in touch with our Win- 
dow Trimming Service Bureau. The 
advice of our experts is at your dis- 
posal at any time, no matter where 
you are—free. C. A. Reed Co., 
Williamsport, Pa. 


REEDS 
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With the Displaymen of New York 


Gifts and Wearables for Southern Resorts Predominated in Windows 
of New York Stores and Shops During Month of December 


By HAZEL STEVENS 
New York Correspondent, The DISPLAY WORLD 


INDOWS in New York stores during De- 
cember were so uniformly gorgeous that 
one is tempted to generalize somewhat 
rather than to attempt to pick out for de- 

scription the most beautiful from so many that were 
beautiful and artistic. Of course, the richness of ma- 
terials in merchandise designed for holiday giving and 
the brilliance of the season’s colors had much to do with 
the dazzling effect of the windows, quite aside from 
cleverness of arrangement. 

In many cases the problem of the window designer 
was to simplify backgrounds and avoid an addition of 
accessories, where the goods itself was full of color, or 
jewels, or both. The consideration of this problem was 
especially evident in the handling of bead bags and also 
in the handling of the-new Renascent jeweled novelties, 
to each of which two groups practically every depart- 
ment store devoted a window. 


The most successful windows of these used plain, 
rather sombre hangings for a background. A black and 
gold screen was one effective background and another 
that made an attractive appearance was of white satin. 
The James McCreery Company wrested a certain sim- 
plicity from a bag window, by grouping in the center 
unit of plain gold mesh bags in attractive outline, and 
putting the more variegated bags outside an invisible 
line, toward the edges of the window. 


Gift windows predominated during December over 
the costume window, which has been the favorite all 
fall. Saks-Fifth Avenue was one of the few which 
during the last week of December displayed a series of 
evening gowns suitable for holiday wear, using the tra- 
ditional high-backed carved chair to hold evening cloak, 
fan, bag, handkerchief and gloves; using a long narrow 
table at the rear to hold other accessories, and showing 
hose and slippers in a group with the gown. The un- 
usual feature of this series, besides the richness of ma- 
terials, was the combination of colors: purple, and lem- 
on and peach tints in one window; green, orange, and 
gold and silver in another ; orange, pencil blue, and king 
blue in another; green, brown and orange in the 
fourth. A huge Christmas wreath, hung at one side, 
was used as background for all these windows; a small 
placard front announced “Costumes Suitable for 
Holiday Wear.” 

Umbrellas, in the many colors that mark the season, 
were a subject that called for the ingenuity of display 
managers this month. Saks-Fifth Avenue used two 
huge umbrella holders, cylinder shape, of glazed green 


and orange ware, respectively, out of which the rolled, 
many colored umbrellas protruded, in a fan-shaped bou- 
quet; these were combined with a crimson and silver 
platform, center, heaped with the rolled umbrellas and 
having umbrellas leaning against them. Two small 
bright paper umbrellas, open and suspended right and 
left at the top of the window, completed the decoration. 

Handkerchiefs, also, were cleverly handled. A cir- 
cus tent made of handkerchiefs was shown by Lord and 
Taylor’s, with a procession of handkerchief dolls com- 
ing from behind the scenes to enter the ring. James 
McCutcheon and Co., showed an exquisite “all white” 
handkerchief window, in which the bunches of dainty 
lace were used like snow-balls on green trees right and 
left, and in which the tree idea was repeated in steel 
“trees” displaying the handkerchiefs. Other handker- 
chiefs were shown on small flat ovals, one or two to a 
display. 

At McCutcheon’s also was a clever showing of table 
linen. From a table at the rear, narrow and long, a 
linen cloth dropped to the floor like a scroll. On top 
of the table, a narrower scroll, napkin: width, dropped 
to the table; a single poinsettia fastened to this scroll, 
and a red candle either side of it, gave the only color to 
the window. In-the middle space of the window was a 
clever handling of bolts and spread cloths, and open 
boxes of linen, at varying heights. 

A display of nursery rugs in W. & J. Sloane’s was 
clever, where the small oblong picture rugs were set 
as in a page, against large neutral tinted rugs, three on 
a page. The whole window gave the effect of an open 
picture folder, with open flaps at the sides. Cretonne 
curtaining, suitable for a nursery, simulated the place 
of folding. ae 


Best & Company, in a Christmas “baby window,” 
use the new kid-covered youngster mannikins, with 
yarn hair, against a background of sky-blue net, sprin- 
kled with silver stars. A many pointed glass star, elec- 
trically lighted, was suspended above. The center of the 
window was held by a blue crib, decorated with silver 
stars; in the crib was one of the kid and yarn babies, 
surrounded by baby-things. On one side of the window 
sat a little girl on a cushion, balanced by twin girls sit- 
ting at the other side. Three little boys completed the 
picture, one front, one rear, and one standing by the 
crib. The mannikins, of course, wore the gift things 
that were to be displayed; and other small children’s 
things were used in the window. 

Another happily planned baby window—at Lord 
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and Taylor’s—used as a central motif a pool, repre- 
sented by a large mirror, encircled by tiny white cellu- 
loid storks with pink legs, the center one of which held 
in his beak a tiny doll-baby. The whole window was 
worked out in pink and blue and white. As background 
for the pool was a three-ply screen, draped in pink over 
blue chiffon, looped into a pink embroidered satin rib- 
bon bow. The mirror rested on a dark blue rug. An 
open baby chest to the left, lined in pink satin, had 
baby things in white and blue and pink, trailing from it. 
To the right was a balancing group with its center a 
baby’s bed. A baby’s basket, and small blue stands with 
baby accessories made other units. 


To suggest the effect of many windows, since it is 
impossible to describe more of them in detail, one may 
pick out some of the most effective backgrounds. The 
gorgeous fringed shawls of the season were used more 
than once as background, in gold and black, and in 
high colors. 

Macy’s used during the last two weeks of December, 
for all their windows, concentric wreaths, tapering to 
the outside, and alternating green and red. An effective 
Christmas background used by the Knabe Warerooms 
was a long canvas picturing a medieval Christmas pro- 
cession following the boar’s head. Lights behind the 
canvas threw the detail into relief. 


The use of the medieval in decoration, it may be 
mentioned, has been popular for some time in New 
York windows. Antique settings of all kinds, and es- 
pecially antique furniture, has been favored. This 
trend has given the antique and interior decorating 
shops an opportunity to display their beautiful pieces. 

Ovington’s, 438 Fifth Avenue, used in December 
an effective lighted church windows as background for 
a series of displays. 

Lord and Taylor’s have been using a scarlet shield 
edged with silver, a single one in a window, or one on 
each side. During the holiday season a single red can- 
dle in a silver stick burned before each shield. 

Following Christmas, “costume” windows went in 
again, with most stores, using the more or less conven- 
tional carved or other dignified chair, and various ar- 
rangements of small tables for the placement of acces- 
sories. The skill of the windows rested in the choos- 
ing of colors and the grace of draping. 





UNIQUE DISPLAY CREATED BY MOTOR DEALER 


Among the unusual winter displays this season was that 
recently exhibited in the main. salesrooms of the Linscott 
Motor Company, Boston, Mass.- Departing from the usual 
custom of sprinkling a little artificial snow on a car, this 
company conceived the idea of creating a car entirely out of 
snow. 

The car had the appearance of having been built by a 
gang of youngsters who had left such paraphernalia as skiis, 
sleds and snow shovels lying around after they completed 
the task. The scene was set off against a background of 
evergreen trees, and when illuminated by spotlights at night 
it presented a striking contrast to the other window displays 
of the city. . 
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Illustrated is a camouflage Window Box, filled with Geranium 
Sprays, Begonia Piants, Sedium Sprays and Ivy Vines. 


No. 2158, 38x24 inches, complete $6.50 


For ORIGINALITY and 
. ARTISTRY 


Mother Nature still holds her own. Nothing is more 
appropriate for window or interior decorations than 
the beautiful products of her magic hand. 


Our line of artificial flowers, natural prepared palms, 
plants and trees, are perfect reproductions of Nature’s 
own, and embrace those items most suitable for deco- 
rative work. : 


Convince yourself by sending 
for free colored Catalogue No. 2 


FRANK NETSCHERT, Inc. 


61 Barclay St., New York, N. Y. 











» Santa Claus Snow 


jj will give to your holi- 
| day windows the true 
qa spirit of Christmas. 


fully to any holiday deco- 
{ ration. It is made up of 
fi a multitude of crystal 
clear flakes that glisten 
(| and sparkle brilliantly un- 
'} der any kind of light. 














] Use Santa Claus Snow 
i} on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., orest Pare, 10.” 











Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples sent 
on request. 





Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 
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Eliminate Detail 
and get 


Guarantee 


on 


INSTALLATION 
of 





WINDOW DISPLAYS 





Service in Over 500 Cities and Towns 


LIST OF CITIES AND INFORMATION 
ON REQUEST 


Window Display 
Installation Bureau 


Executive . Offices: 


22-23 Pickering Bldg. Cincinnati, Ohio 
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SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 


Mr. Jowitt, the author, is internationally known as 
an expert teacher and practical show card writer. 


This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 


Why pay for expensive interior or window display 
cards or price tickets? . 


Why use poor show cards when this art is so close 
to your pocketbook? 
ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling *material 
necessary—all that is needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 








January, 1926 


Display Review and Predictions 


(Continued from page 39) 


From the display standpoint, I believe the past year has 
been a successful one. Good retail business usually reacts 
to the benefit of the displayman. I believe we are going to 
see some decided changes in the display field in the year 
before us—new art, new methods and new materials that we 
have never thought of. 

The displayman is fast coming into his rightful position 
in the store organization and will continue to do so if he 
keeps down to earth and is ready and willing to cooperate 
with the buyers and merchandise manager. 

He must be an artist in his line, but he must commer- 
cialize it because, after all, that is what the display art is 
intended for. 

He must be an executive, a diplomat and always willing 
to go a few steps farther than he is asked, working in close 
harmony with his employer. 

If the displayman of 1926 follows some of these ideas, I 
believe he will attain a higher place in the organization he 
is with. It is up to each individual to sell himself to his 
employer. May the new year bring forth abundance of suc- 
cess to the display field. 


CRAFT ORGANIZATION ADVANCES DISPLAYS 
By C. E. JOHNSON 
Asst. Sales Mgr., Curtis Lighting, Inc., Chicago, Il. 


HE fall and holiday business of 1925 has passed all 

records for most every institution, marking the year as 
one in which progressive merchandising has built up a bigger 
volume for most merchants than ever before. 

That this era of buying will continue during 1926 is 
recognized all over the country. 

The standards of window display through the activities 
of the International Association of Display Men and the 
various display men’s clubs will continue to make the win- 
dow frontage of the store pay its rent and make the dis- 
playmen even more valuable than they have ever been in the 
past. Congratulations are most certainly in order for the 
splendid work of these organizations, and I hope that they 
will continue long in the future. 


RETAIL BUYING INDICATES GREAT YEAR 
By S. J. NEWMAN 
Vice-Pres. and Treas., Newman Mfg. Co., Cincinnati, Ohio 


E esau year 1925 has been a banner one with us and every 

indication points to 1926 being one of even greater pos- 
sibilities and achievements. The retail and wholesale Christ- 
mas business of 1925 by far exceeded that of 1924, according 
to reports I have received which augurs well for 1926, be- 
cause if we are at the dawn of a period of depression in 
business it would have manifested itself in no uncertain 
terms by a decided reduction in the volume of retail business. 

We manufacture ornamental and architectural brass, 
bronze and iron work for banks, theatres, churches, public 
buildings, etc., and the great number of buildings under con- 
struction throughout the United States proves conclusively 
the prosperity now existing as well as the faith and confi- 
dence thus expressed by capitalists and investors behind these 
projects. 

We have had considerable difficulty in obtaining skilled 
workmen as fast as our increasing demands required them 
and have found it necessary to break in new men under 
special tutors, which undeniably proves the fact that busi- 
ness must be on.a.sound basis with a favorable. future. when 
the problem of unemployment is virtually solved. 

Our business is national in scope, as we furnish our ma- 
terials to all part s of the country. We have forty-three dis- 
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trict representatives scattered throughout the land, and in a 
questionnaire recently sent them in reference to the pros- 
pects of the coming year the unanimous opinion was that 
1926 would be a banner year. 

All in all, the year 1926 will be a “humdinger” in the 
vernacular of the Bowery. 


MERCHANT AND DISPLAYMAN WILL PROSPER 
DURING THE YEAR 1926 
By A. C. VORREUTER 
Klee Display Fixture Company, Rochester, N. Y. 


© aeleoaia she a year which we feel has been one of the 

most marked strides both with display manager as well 
as the display fixture manufacturer, we must now turn to 
1926. What does it hold? How can we better our efforts? 

The merchant has recognized the displayman. First, by 
remodeling his old quarters, which at one time were plenty 
good enough, to handsome buildings, sparing no expense on 
his display windows, the backbone of his business, as well 
as the general arrangement of his store, the fixtures, the 
lighting system, etc. This thought was urged long ago by 
the never-tiring displayman. He could visualize the marked 
improvement of bigger and better business and talked it 
until now we have firmly arrived at a time when it is not 
a case of “Oh, well, it is good enough,” but what are your 
suggestions? How can we improve? 

The number of new stores being constructed, the great 
amount of remodeling under way, the volume of building 
contracts for 1926 show us that we still have plenty of work 
ahead of us. So now that we begin to see our dreams 
realized, why it is just up to us to keep our shoulders to the 
wheel and rather than give it a chance to slow down, have 
it gain momentum. 


DISPLAY WINDOW AND THEATRE SOMEWHAT 
SIMILAR 
By S. M. HEXTER 
President, S. M. Hexter & Company, Cleveland, Ohio 


6 lesconpey are some features of the theatre and the display 

window that are closely alike. Both must provide a 
background for the protagonists whether they be living clay 
or wax dummies. Both should tend to strive for a decora- 
tive effacement that harmonizes with the presentation, a syn- 
cronizing of all mediums to the best end, whether it be enter- 
tainment or sales. 

The similarity between these two fields of decorative 
achievement has suggested to S. M. Hexter & Company, of 
Cleveland, Ohio, manufacturers of “Sol” Fabrics, that much 
benefit may be derived from a close study of both; that since 
the materials of display, whether they be for background, 
drapes, pillows, scarfs or panels, can be used effectively in 
either, one provides a fine source of study for the other. 

The taste shown in color combinations and the subdued 
harmony of background demonstrated in some of our current 
theatrical productions are well worth our study. They reveal 
the fabrics judiciously employed are quietly working for the 
advancement of the whole effect. 

It is the purpose of every displayman to draw the pros- 
pective buyer’s attention upon the merchandise he features. 
To accomplish his purpose effectively he must study his sub- 
ject and setting as thoroughly as the stage designer. He must 
employ fabrics that possess a wide variety in colors and de- 
signs that his treatments may not be stilted. 

S. M. Hexter & Company, realizing that the creative spirit 
of the artist demands unlimited scope, have added to their 
already large number of shades and weaves, with the result 
that displaymen, the country over, are learning to depend on 
“Sol” Fabric as a sure medium for the results desired. 


(Continued in February Issue) 
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Twelve Distinctive Creations in New 
Designs of Window Display Fixtures. 


“BUILT OF GENUINE WALNUT” 
In Plain, Decorated and Hand-Carved Styles. 


“FINISHED WITH LACQUER.” 


CARRIED IN STOCK FOR PROMPT 
SHIPMENT. 


IF INTERESTED IN EFFECTIVELY SOLVING YOUR 
DISPLAY FIXTURE PROBLEMS, WRITE FOR FULL 
PARTICULARS COVERING OUR COMPLETE LINES 


Quingy Show Case Works 


“Quincy, Ill, U.S.A, 




















FINE ARTS PAPIER MACHE 
CORPORATION 


149-153 West 24th Street, New York City 
Chelsea 8190-8191 


Complete . Display Service—Floats—Period Interiors 
Telegraphic Orders Promptly Executed—Sketches on Request 




















Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bow! Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


etc. Manufactured by For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 





For Plates 





Keep in Touch With Theatrical 
Displays Through 


‘ ey: i, Photographs = Advertisements 
THE DRAMA MAGAZINE 


59 E. Van Buren St., Chicago 
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AMERY 
ELABORATE 
STAGE SETTINGS 


F or Ren FOR STYLE SHOWS 


AMELIA GRAIN, PHILADELPHIA 


Established 1890 Absolutely Reliable Service 
CATALOG FOR THE ASKING 








d t give up a good display idea just peniins-< a little 
on problem you can not solve confronts you—get the 
answer from 

THE DISPLAY WORLD SERVICE BUREAU 
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A review of the predictions in 
this, the Third Annual Display 
Review, by some of the foremost 
leaders in the display industry 
based on critical analizations of business during the 
year just closed and the thorough investigation of 
all elements upon which depend the conditions and 
status of busmess contain a healthy and favorable in- 
dication for the new year. It is also interesting to 
note that business analysts of national authority in 
predicting better business are unanimous in their 
statements to the effect that 1926 will be an out- 
standing example of great and profitable advertising. 
Perhaps the conclusion to which these expert 
analysts have come was in great measure prompted 
on and by a study of inclinations or attitude of the 
manufacturer and merchant concerning advertising as 
a whole, and particularly window display, which has 
made such rapid advance during the past year. How- 
ever. in issuing reports the expected volume of ad- 
vertising does not supersede in position or impor- 
tance what these experts are prone to term the buy- 
ing attitude of the public. One thing is pretty cer- 
tain, though, in these days of modern merchandising 
methods and that is that business is usually good 
when advertising is extensive and optimistic. 
Manufacturers of nationally advertised products, 
great department stores, specialty manufacturers, and 
even the small town dealers are facing the problem 
with feet on the ground and seem one in the opinion 
that all needed for a remarkable year of business is 
the right kind of advertising and plenty of it. There 
can be no sitting back awaiting general conditions or 
some unforeseen instrument to bring about the de- 
sired condition of business activity in its maximum 
efficiency. General conditions are ripe for this era, 
but since the public has long since accepted advertis- 


Display Progress 
During 1926 Will 
Be Unprecedented 


ing as a barometer of business activity as well as a 
regulator, in degree and fashion, of business and do- 
mestic life, that barometer and stimulator must play 
its incomparable role. 

Granted that the new year will witness the break- 
ing of records in advertising appropriations, we are 
particularly interested in the means through which 
billions of dollars will be expended, and of pertinent 
importance is the fact that 1926 advertising budgets 
will include twice, if not three times, the appropria- 
tion ever before allotted window display advertising. 
There is, indeed, much of significance in the fact that 
advertising agencies are today evidencing a remarkable 
change of heart concerning the value of the window. 

Manufacturers recently converted to the idea of 
selling through the window have become great enthu- 
siasts on the strength of results. Nowhere can be 
found an authority on advertising and sales promo- 
tion who, in his suggestions for the 1926 campaign, 
does not make glowing reference to the potentialities 
and possibilities of the show window and’urge liberal 
appropriation for it in the year’s advertising schedule. 

The present year will be unique, history making 
in the evolution or revolution of advertising methods. 
The appeal will become the direct; generalities will 
be supplanted by specific “whats,” “whys” and 
“hows,” and generally the most powerful sales appeal 
will be accepted as that afforded through the attrac- 
tive, interest-getting compelling window display func- 
tioning with and supporting the concentrated news- 
paper and magazine advertising as designed by the 
merchant and manufacturer. 

“The day of free window displays and service by 
the manufacturers is rapidly approaching its end,” 
Fred A. Gross, director of displays, The Owl Drug 
Company, San Francisco, Cal., declared in his predic- 
tion of display progress during the new year. “The 
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end of 1926 will usher in a definite decline of this 
policy by organizations. National advertisers will 
soon be charging for their higher class window dis- 
play material. Should the retailer wish to tie up with 
this nationally known commodity in his window dis- 
plays and link his store with the ingeniously placed 
broadcast of the printed copy such as newspaper, 
magazine and billboard, he will be charged his share 
percentagely. In other words, it is expected to in- 
augurate a policy whereby the deals consummated 
between retailer and manufacturer will show a direct 
charge for de luxe window display advertising ma- 
terial instead of hidden costs as heretofore.” 

Many instances can be enumerated showing the 
remarkable advance of the past year and reasons why 
1926 will witness even more remarkable achievements 
in the realm of display. The DISPLAY WORLD, 
therefore, predicts the greatest progress in the win- 
dow display industry during the year just beginning 
and assures those interested in this progress that it 
will continue to devote its entire attention to leading 
the way to greater success and accomplishments. 





How often do we overhaul our 
mental machinery? Not as often as 
our automobile, to be sure, yet the 
engine in it is insignificant of im- 
portance as compared to that dynamo known as the 
human mind—intellect. 

We overhaul a machine at frequent intervals in 
order that maximum efficiency of that machine be 
maintained. If we don’t, it becomes worn, the parts 
fail to function as they did when new, and sooner 
or later the machine becomes inactive—worn out, ; 

We humans are not unlike the machine in ‘that 
we have a source of action and are dependent upon 
the functioning of certain parts—faculties—in the ac- 
complishment of every undertaken task. And just as 
the parts of a machine need oiling, adjustment, re- 
placing, so also are our faculties in need of occasional 
attention that would serve to refresh, invigorate and 
speed them up. | 

It is only natural for one to go stale if the dili- 
gent attention is continuously devoted in a specific 
duty, and so it is also true that one’s intellect will 
soon cease in development if that intellect is denied 
the food that exists outside of the personality that 
owns that intellect. 


Sometimes Our 
Mental Engines 
Need Repairing 


Reading and observation are the very life of the 
active mind—of the mind that accomplishes things. 
No better formula has ever been found and no wis- 
dom ever prescribed that can equal this combination 
in mind development. 

Do not make the mistake of measuring your own 
success by a comparison of your past accomplish- 
ments. Compare your progress with your fellowmen 
and don’t forget that there is no midway station in 
the game of life—you progress or you go backward. 
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No matter how skilled you may be there are 
others just as clever. Open your eyes and ears to 
the things about you; there are still many things that 
can be learned and that old engine of gray matter 
may need a little fuel or repairing. 





When Kipling wrote “East is 
East and West is West and 
never the twain shall meet” he 
did not foresee, as perhaps Jules 
Verne did, the progress that the world would make in 
a quarter century. Space and time have, in a sense, 
been annihilated. .The voyage to Europe that con- 
sumed upward of thirty days twenty-five years ago is 
now reduced to a matter oftbut little more than five 
days. The post, no faster then than steamer time, is 
now, in case of urgency, reduced by the cable and 
the radio to instantaneous communication. East and 
West become as one. 

And in the progress made in conquering time and 
space we have for comparison window display adver- 
tising as carried forward now and in 1901. Old store 
fronts have been replaced with modern and scien- 


The Show Window 
Now Speaks a 
Universal Language 


tifically perfect windows and entrances. Plate glass 
that was then dirty and fly-specked is now highly 
polished. Space that was formerly used for storage 
as much as for display is now ‘considered the most 
valuable portion of the entire institution. The Arabian 
Nights Tales are no more wonderful than is the recital 
of the advancement made by display. 

There is a sense of pride and elation in being iden- 
tified with an industry that has so truly kept step 
with progress. And in this progress the perfection 
of display methods has been followed closely by the 
perfection of display materials. The novice who 
watches the display artisans in their windows marvel 
at the accuracy and speed with which they work. 

In exploiting the art of display we are apt to lose 
sight of the art and skill that are being brought to 
the making of all the many decorative materials and 
fixtures that go into the completed structure. Glance 
through the advertising pages of this issue. Note the 
perfection of materials, their design, their absolute fit- 
ness for the purpose desired, and then regard the 
methods used in their presentation before the display- 
man. We truly stand amidst the greatest happenings 
in every walk and practice, but we are, so to speak, 
so close to the canvas that we fail to grasp their great 
importance. 

Contrast the service that the-display press renders 
the profession of display and the arts and crafts allied 
to it. Twenty-five years ago display was considered 
by many merely a dilettante fad. Today it is reform- 
ing the entire world. The twain have met. The East 
goes West and West travels East, and in the inter- 
mingling of styles, methods and practice there has 
been evolved a display that fits into any country in 
the world. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


(1) John E. Cooke, Coulter D. G. Co., Los Angeles, Cal.; (2) R. A. Corbin, Radin & Kamp, Inc., Fresno, Cal.; (3) Andrew 

Matzer, F. & R. Lazarus Co., Columbus, Ohio; (4) W. Z. Coy, Miller, Rhoads & Swartz, Norfolk, Va.; (5) M. H. Luber, The 

Killian Co., Cedar Rapids, Iowa; (6) E. J. Hamilton, Portsmouth, Ohio; (7) V. E. Shepherd, Central Hudson Gas & Electric 
Co.; (8) M. F. Hershey, Stewart Dry Goods Co., Louisville, Ky. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 


(1) Eugene S. Cowgill, F. G. Clayton Co., Detroit, Mich.; (2) L. J. Bell, Hamilton’s, Albany, Ore.; (3) Douglas A. Rowe, 

Orkin’s Specialty Shop, New York City; (4) Carl W. Ahlroth, The May Company, Los Angeles, Cal.; (5) J. H. Hilton, Ritter 

& Meyer, Youngstown, Ohio; (6) M. R. Hiller, J. A. Empsall Co., Watertown, N. Y.; (7) Syl. C. Rieser, Laclede Gas Light 
o., St. Louis, Mo.; (8) Joseph H. Marshall, The Boersma Co., Chicago, Ill. 
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Efforts of Contributors Appreciated 


Sincere Thanks of The Display World Extended the Several Hundred 
Individuals Who Aided in Increasing Its Power and Interest 


HE publishers and editors of The DISPLAY 

WORLD wish to extend their most sincere thanks 

and gratitude to the individuals listed on this 

and the following pages who contributed to the 
columns of The DISPLAY WORLD during 1925 and who 
through their wonderful cooperation made this journal of the 
greatest interest to its thousands of readers. 

These contributors are to be congratulated not only by 
the editors, but by every reader as well. That such a list 
can be shown is a pleasing indication of the progressiveness 
of the display industry as a whole. The columns of The 
DESPLAY WORLD are always open for the views of those 
interested and engaged in window display advertising on 
topics of general trade interest, and it is hoped that an even 
greater list can be presented at the close of the year which 
has just opened its portals. 


ADLER, Hazel H., director, Taylor System of Color Har- 
mony, New York City. 
AHLROTH, Carl W., The May Co., Los Angeles, Cal. 
ALTMAN, George, Mer., F. Altman & Son, Columbus, Ohio. 
AMDAHL, Karl M., Palace Dept. Store, Spokane, Wash. 
ANAWALT, Blair, Meyers-Arnold Co., Greenville, S. C. 
ANDREW, Edwin L., Asst. Publicity Mgr., Westinghouse 
Electric & Mig. Company, Mansfield, Ohio. 
ANDRIDGE, E. W., Norton Hardware Co., Lansing, Mich. 
ARTHUR, F. um Strain Bros., Inc., Great Falls, Mont. 
AVERILL, Z. E., Callahan Co., Yakima, Wash. 
BARRETT, Paul V., Adv. Mgr., International Correspond- 
ence Schools, Scranton, Pa. 


BEDELL, C. O., Adv. Mgr., Butler Bros., Chicago, II. 

BELL, L. J., Hamilton’s, Albany, Ore. 

BENEDICT, C. J., Younker Bros., Des Moines, Iowa. 

BERGMAN, A., The Davis Store, Chicago, III. 

BEVAN, R. W., Smith & Welton, Inc., Norfolk, Va. 

BLACK, Morris L., Strauss-Hirschberg Co., Youngstown, O. 

BOWEN, Arthur L., Adv. Mgr., State Bank of Chicago, 
Chicago, III. 

BOYD, E. V., The Deisel Company, Lima, Ohio. 

BOYER, A. W., Asst. Adv. Mgr., Coleman Lamp Company, 
Wichita, Kans. 

BRANDKAMP, E. J., G. W. Graham Co., Crawfordsville, Ind. 

BRAUDIS, Harold L., Meekins,. Packard & Wheat, Inc., 
Springfield, Mass. 

BRISTOL, L. H., Adv. Mgr., Bristol-Myers Co., New York. 

BROWN, Gus, Frank & Seder Co., Detroit, Mich. 

BUTTERWORTH, A. E., John Taylor D. G. Co., Kansas 
City, Mo. 

CAMERON, Jack L., Harris-Emery, Inc., Des Moines, Iowa. 

CANADY W. D., Adv. Mgr., Lehn & Fink, Inc., New York. 

CATLIN, Charles P., Gen. Mgr., Remington Arms Co., Inc., 
New York City. 

CHADWICK, Joseph M., Pres. I. A. D. M., Famous-Barr 
Company, St. Louis, Mo. 

COHEN, Abraham, Woman's Shop, Springfield, Mass. 

COMPTON, Bates, H. K. McKann Adv. Agency, New York. 

COOKE, John E., Coulter D. G. Co., Los Angeles, Cal. 

CORBIN, R. A., Radin & Kamp, Fresno, Cal. 


COWAN, George J., Pres., Koester School of Window Dis- 
play, Chicago, II. 
COWGILL, Eugene, F. G. Clayton Co., Detroit, Mich. 
COY, W. Z., Miller, Rhoads & Swartz, Norfolk, Va. 
CRAIL, Scott L., Mullen & Bluett, Los Angeles, Cal. 
CRIST, R. W., Chamber of Commerce, Harrisburg, Pa. 
CRONIN, J. J.. L. Bamberger & Co., Newark, N. J. 
CUNNINGHAM, A. W., Rorabaugh-Wiley Co., Hutchison, 
Kansas. 
CUTHBERT, Herbert, Chamber of Commerce, Portland, Ore. 
DAVIS, O. Wallace, H. Batterman Co., Brooklyn, N. Y. 
DEAN, J. Allyn, The Crescent Store, Spokane, Wash. 
DITTMAR, LOTHAR F., Ernest Kern €o., Columbus, O. 
DODSON, Frank, Woolf Bros., Wichita, Kansas. 
DUBISSON, John, Cain-Sloan Co., Nashville, Tenn. 
DUBRELL, R. A., E. E. Atkinson Co.,. St. Paul, Minn. 
DUNCAN, H. W., Witt Clothing Co., Oklahoma City, Okla. 
EBERLY, W. M., Coyle & Richardson, Charleston, W. Va. 
EDGECOMB, George J., The Frank Bros. Co., Marion, O. 
EDWARDS, Curtis D., Thalheimer Bros., Richmond, Va. 
EIFF, J. H., A. Livingston & Sons, Bloomington, III. 
ELSAESSER, F. J., Buffums, Inc., Long Beach, Cal. 
EPPEL, E. R., Jr., Jacobi Bros. & Mack, Galesburg, IIl. 
EVERETTS, J. H., Block & Kuhl Co., Peoria, II. 
FAIRBANKS, C. T., Vice-Pres., Edwards & Deutsch Litho, 
Company, Chicago, III. 
FEKETE, G. E., Johns-Manville, Inc., St. Louis, Mo. 
FELGENHAUER, H., Steinberg’s, St. Louis, Mo. 
FICETO, A., Bedford Silk House, Inc., Waterbury, Conn. 
FRASER, A. V., Marshall Field & Co., Chicago, III. 
FINN, D. J., Edison Lamp Works, Harrison, N. J. 
FISCHER, W. G., W. B. McLean Mfg. Co., Pittsburgh, Pa. 
FISHER, Sol, Fisher Display Service, Chicago, III. 
FISHER, W. M., The Shepard Stores, Boston, Mass. 
FLUKE, F. M., Adv. Mgr., A-B Stove Co., Battle Creek, 
Michigan. 
FRANKENTHAL, Herman, B. Altman & Co., New York. 
FRIEDMAN, D., Miller-Wohl Co., Indianapolis, Ind. 
FRED, T. Walter, Pres., Davenport Hosiery Mills, Chatta- 
nooga, Tenn. : 
FREEMAN, Arthur, Pres., Freeman-Smart Co., Chicago, IIl. 
FROHMAN, Louis H., Louis H. Frohman Adv. Agency, New 
York City. 
FRYKMAN, C. T., Standard Show Card Service Co., Chicago. 
GALE, Albert L., Vice-Pres., F. M. Randall Co., Chicago, III. 
GALLAGHER, T. A., Universal Trade Press Syndicate, 
New York Ciay. . 
GAMBLE, Ralph F., Gen: Mgr., Stix, Baer & Fuller Co., 
St. Louis, Mo. 
GARRISON, Ralph R., Adv. Mgr., J. R. Palmenberg’s Sons, 
Inc., New York City. 
GARFINKEL, Harry, Herzfeld’s, Kansas City, Mo. 
GEHRING, C. J., Rike-Kumler Co., Dayton, O. 
GEISSINGER, W. B., Ady. Mgr., California Fruit Growers’ 
Association, Los Angelés} Cal. 
GOERING, Henry, Wonder Cloak & Suit House, Fresno, Cal. 
GOLDBERG, Sidney, Kline’s, Cincinnati, O. : 
GONDA, Francis D., Vice-Pres., Einson-Freeman Co., New 
York City. 
GRAMS, Wm. C., Denver D. G. Co., Denver, Colo. 
GRAY, John H., Ransom D. G. Co., Coshocton, O. 
GREEN, C. M., E. S. Burgan & Son, Spokane, Wash. 
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GREER, Carl, Bodine-Spanjer Co., Chicago, IIl. 

GREIL, Paul, Card Writer, Jahraus-Braun Co., Buffalo, N. Y. 

GRINDEN, Harold A., Glass Block Store, Duluth, Minn. 

GROBAN, Ben, The Fashion, Dayton, O. 

GROSS, Fred A., Owl Drug Co., San Francisco, Cal. 

GUILE, A. L., Perkins-Huffman Co., Lincoln, Neb. 

HALL, W. S., Idaho Hdw. & Plbg. Co., Ltd., Boise, Idaho. 

HAMILTON, J. H., R. M. Southworth Co., W. Lafayette, Ind. 

HAMER, Ralph G., Desmond’s, Los Angeles, Cal. 

HAMLIN, Paul W., Oppenheimer-Alsop Co., Oskaloosa, la. 

HANICK, Sam’'l J., R. H. Donnelley Corp., Philadelphia, Pa. 

HANNA, Frank G., Show Card Writer, J. L. Hudson Co., 
Detroit, Mich. 

HANSEN, Dan, Clark & Co., Peoria, Ill. 

HANSON, Bob, Gillons-Nelson Co., San Diego, Cal. 

HARDY, Walter E., Pres., Hardy Adv. Agency, Chicago, II. 

HARLOW, F. D., Display Specialist, Kansas City, Mo. 

HARRE, W. R., Maas Bros., Tampa, Fla. 

HARTMAN, Milton, Brager of Baltimore, Baltimore, Md. 

HAUBER, George F., Emigh-Winchell Hdw. Co., Sacra- 
mento, Cal. 

HAWKINS, H. H., J. R. Millner Co., Lynchburg, Va. 

HANLEY, W., Lew Levi Store, Nanticoke, Pa. 

HEAD, F. M., Owl Drug Co., Los Angeles, Cal. 

HEALY, A. C., Mailloux’s Store, Woonsocket, R. I. 

HEIM, Harry A., A. V. Jedlick Co., San Diego, Cal. 

HELLER, R. H., Supervisor of Displays, Winchester Repeat- 
ing Arms Co., New Haven, Conn. 

HENRY, Hugh, Bretts Dept. Store, Altoona, Pa. 

HENRY, R. K., Efird’s Dept. Store, Charlotte, N. C. 

HERSHEY, M. F., Stewart D. G. Co., Louisville, Ky. 

HICKS, T. B. M., Wm. Filene’s Sons Co., Boston, Mass. 

HILLS, Austin J., J. R. Palmenberg’s Sons, Inc., New York. 

HILLER, M. R., F. A. Empsall Co., Watertown, N. Y. 

HILTON, J. H., Ritter & Myer, Youngstown, O. 

HOFFSTADT, M. L., Peoples Store, Charleston, W. Va. 

HOLT, C. L., National Biscuit Co., New York City. 

HOILE, Harry W., Rorabaugh-Brown Co., Oklahoma City, 
Oklahoma. 

HORNUNG, Paul Watson, Lord & Taylor, New York City. 

HORSFELDT, J. K., Gill & Co., Portland, Ore. 

HORTON, S. V., Mgr., Merchandising Service Dept., Chi- 
cago American, Chicago, IIl. 

HOUGHTON, W. L., Gen Mgr., Luxite Silk Products Co., 
Milwaukee, Wis. 

HUDSON, Ford, New Gift Shop, Lansing, Mich. : 

‘JOHNSON, George D., Asst. Adv. Mgr., Johnson & John- 
son, New Brunswick, N. J. 

JOHNSON, J. Walter, Powers Furniture Co., Portland, Ore. 

JOHNSTON, J. Newell, Managing Editor, Sherman Daily 
Democrat, Sherman, Texas. 

KACZMAREK, S. J., Florsheim Shoe Store Co.,-Los An- 
geles, Cal. 

‘KAGEY, A. H., Mandel Bros., Chicago, III. 

KANE, Betty Hope, Associate Dir., Knitted Outerwear Bu- 

reau, New York City. 

KEENAN, John J., John J. Keenan Co., Store Planning Bu- 
reau, Chicago, III. 

KELLER, Maurice S., Pres., M. S. Keller Corp., New York. 

KELLY, Joseph A., Fraser D. G. Co., Brockton, Mass. 

KEMP, L. R., Dealers’ Service Div., Yale & Towne Mfg. 
Co., Stamford, Conn. 

KENYON, F. C., Jr., Sales Promotion Megr., Congoleum 
Nairn, Inc., Philadelphia, Pa. 

KESTER, Donald D., Bremer’s Golden Eagle, Iowa City, Ia. 

KETTLE, Fern L., Lanson Bros. Co., Toledo, O. 

KIEFFER, Clement, The Kleinhans Co., Buffalo, N. Y. 


KIRBY, W. C., Mgr., Trade Service Dept. E. R. Squibb & 
Sons, New York City. ~ 
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KIRK, James J., Pittsburgh Reflector Co., Chicago, IIl. 
KLEPPINGER, Earl P., Walker Dept. Store, Beatrice, Neb. 
KNISELY, Art, Paul E. Stark Co., Madison, Wis. 
KRAMER, Harry L., C. K. Whitner Co., Reading, Pa. 
KRATZ, Howard L., J. Wannamaker Co., Philadelphia, Pa. 
KOERBER, Jerome A., Strawbridge & Clothier, Philadel- 
phia, Pa. 
KRAUS, Joseph M., A. Stein & Co., Chicago, III. 
KUSEBELL, Paul, Lew Hubbard Co., Kalamazoo, Mich. 
LAMPRICH, Edward H., Kline’s, St. Louis, Mo. 
LARKIN, H. B., Sec’y, D. A. Coleman Co., Benton, III. 
LEAHY, W. H., Dennison Mfg. Co., Framingham, Mass. 
LEAKER, E. H., The Hub, Chicago, III. 
LIBBY, Charles, Urken & Kohn, Trenton, N. J. 
LIEBRIECH, Thos. F., Sanger Bros., Ft. Worth, Texas. 
LONGENBAUGH, ¢. S., H. G. Wendland, Bay City, Mich. 
LONGENBAUGH, R. H., The Eagle Stores, Chicago, III. 
LORCH, I. I., A. Harris & Co., Dallas, Texas. 
LUBER, M. H., The Killian Co., Cedar Rapids, Iowa 
LUECKE, W. W., Adv. Megr., Cellucotton Products Co., 
Neenah, Wis. 
LUNDQUIST, Enoch, Adv. Dept., The Hoover Co., Chicago. 
LUPO, Paul Francisco, Barker Bros., Los Angeles, Cal. 
McCRARY, R. A., Modern Display Service Co., Shreveport, 
Louisiana. 
McEACHNIE, Ellwyn, Jahraus-Braun Co., Buffalo, N. Y. 
McKNIGHT, R. H., Rankin D. G. Co., Santa Ana, Cal. 
McLAUGHLIN, J. J., Westinghouse Lamp Co., New York. 
MACKEY, J. T., Herpolsheimer Co., Grand Rapids, Mich. 
MANSFIELD, J. C., J. J. Kirk Co., Barnesville, O. 
MARSHALL, Benjamin J., Western Grocer Co., Marshall- 
town, Iowa. 
MARSHALL, Joseph H., The Boersma Co., Chicago, III. 
MATZER, Andrew, F. & R. Lazarus Co., Columbus, O. 
MEADOWS, A. L., Washer Bros., Ft. Worth, Texas. 
MERRILL, H. F., Smith-Winchester Co., Jackson, Mich. 
MEYER, David, United Cigar Stores Co., Chicago, Ill. 
MEYER, J. M., Jr., Western Auto Supply Co., San Fran- 
cisco, Cal. 
MILLSPAUGH, R. C., New York Store, Helena, Mont. 
MILLWARD, B. J., Noyes Bros. & Cutler, Inc., St. Paul, 
Minnesota. 
MITCHELL, Ned, L. K. Liggett Co., New York City. 
MOGGE, A. R., Automotive Equipment Ass’n, Chicago, III. 
MOON, B. G., Ass’n Knit Underwear Mfrs., Utica, N. Y. 
MOORE, John H, Sales Mgr., Prophylactic Brush Co., 
Florence, Mass. 
MOORHEAD, H. S., J. L. Hudson Co., Detroit, Mich. 
MORGAN, Paul J., Mgr. Adv. Dept., The Indianapolis: 
Star, Indianapolis, Ind. ’ 
MORSE, Frank, Sales Pro., Chicago Elevated Adv. Co., 
Chicago, III. 
MORTON, Chas. W., Weinstock-Lubin Co., Sacramento, 
California. 
MULLANEY, Bernard J.,.Vice-Pres., Peoples Gas Light 
& Coke Co., Chicago, II. 
MUNRO, C. G., Pres., Munro-Harford Co., New York City. 
MUNROE, A. G., Schuneman & Evans, Inc., St. Paul, 
Minnesota. 
MURDISON, Andrew W., Pres., The Murdison Co., 
Chicago, Ill. : 
MYERS, G. Gordon, Rollman & Sons, Cincinnati, O. 
MYERS, Melvin H., Myers Display Service, Louisville, Ky. 
NETZHAMMER, C. A., Sales Mgr., Northwestern Fur- 
niture Co., Milwaukee, Wis. 
NEWMAN, Barclay, Blain Clothing Co., Albany, N. Y. 
NORTHROP, J. T., Hoover-Bond Co., Kalamazoo, Mich. 
O’DONNELL, Edward E., Sisson Bros. & Weldon Co., 
Binghamton, N. Y. 
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You Can Now Buy 
Direct from Manufacturer: 


At prices never before offered 


the celebrated and guaranteed FIBRE 
FLOWERS, made in UV. S. A., as well 
as natural preserved and fireproof 
PALMS, TREES, ASPARAGUS 
FERNS, MAIDEN HAIR FERNS and 
GRASSES of every description, ARTI- 
FICIAL FLOWERS and PLANTS, 
T electric illuminated BASKETS and 
STANDS of most effective and attrac- 


tive appearance. 


A & K Plant Preservers Co., Inc. 


Factory and Showrooms 
123-125 West 20th Street 
NEW YORK CITY 


When in New York be 


sure to pay us a visit. 























A COMMERCIAL 
FIXTURE 


Consisting of 15” Mirror 
Lined Shade, Globe, Chain, 
Canopy and Wiring, 
Complete for 


$5.75 


We manufacture reflectors 
for every purpose. Show- 
case and window reflect- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898. 
226-228 Pacific Street, 
Brooklyn, N. Y. 
































VALANCGES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 
FINDLAY, OHIO 




















OGLE, A. H., Adv. Mgr., The Wahl Co., Chicago, IIl. 

OMANSKI, Theo., MacWilliams Dept. Store, Nanticoke, Pa. 

OVERMAN, J. H., Gen. Mgr., Brager of Baltimore, Balti- 
more, Md. 

OWEN, Edward J., Aetna Life Insurance Co,Hartford, Conn. 

PALMER, E. H, Freed-Eiseman Radio Corp., Brooklyn, N. Y. 

PARKER, A., Milgrim, Inc., Chicago, Il. 

PARSONS, H. T., F W. Woolworth Co., New York City. 

PATTON, J. R., L. S. Ayres & Co., Indianapolis, Ind. 

PECK, F. H., Sales Pro. Mgr., Wm. S. Merrell Co., Cincin- 
nati, Ohio. 

PERCY, Carl, Pres., Carl Percy, Inc., New York City. 

PERSON, C., Oak Hall Clothing Co., Duluth, Minn. 

PFISTER, R., Grote-Rankin Co., Seattle, Wash. 

POLAND, Wayne, Dressler Hdw. Co., Los Angeles, Cal. 

PORTER, Harold, Simon & Landauer, Davenport, Iowa 

PROCHNOW, H. B., Union Trust Co., Chicago, II]. 

PRUE, George E., Jordon-Marsh Co., Boston, Mass. 

RAGSDALE, Ben, The Andres Co.,-Evansville, Ind. 

RAINWATER, B. A., Show Card Writer, St. Louis, Mo. 

RAINING, A. C., Boyd-Richardson Co., St. Louis, Mo. 

REYNOLDS, N. T., Window Display Service Co., Salt Lake 
City, Utah. 

RIESENBECK, L. T., Alms & Doepke Co., Cincinnati, O. 

RIESER, Syl. C., Laclede Gas & Elec. Co., St. Louis, Mo. 

RIETBERG, Jay, The Boston Store, Grand Rapids, Mich. 

RICHTER, J. H., The Fair, Chicago, III. 

RINGWALT, Ralph C., Pres., The J. S. Ringwalt Co., Mt. 
Vernon, Ohio. 

ROBERTS, Charles H., Cahn’s Quality Shop, Baltimore, Md. 

ROBERTS, Frank C., W. C. Ruch Co., Hollywood, Cal. 

ROCHE, J. P., Vice-Pres., McJunkin Adv. Co., Chicago, III. 

ROGERS, Don, Mayer Livington & Co., Bloomington, III. 

ROWE, Douglas A., Orkins Specialty Shop, New York City. 

ROWELL, George W., Jr., Adv. Megr., Heywood-Wakefield 
Co., Boston, Mass. 

RUBIN, Louis D., Louis D. Rubin Electric Co., Charleston, 
South Carolina. 

SAMSELL, E. W., Young-Quinlan Co., Minneapolis, Minn. 

SCHOLL, Dr. Wm. M., Pres., Scholl Mfg. Co., Chicago, III. 

SCHRYVER, Wm., The Quality Shop, Ionia, Mich. 

SCHULTZ, Dallas M., Joseph Spiess Co., Elgin, III. 

SCHULZE, H. W., Asst. Sales Megr., Hickok Mfg. Co., 
Rochester, N. Y. 

SHAFER, Chas. E., Carnation Milk Products Co., Ocono- 
mowoc, Wis. 

SHARP, H. C., Sales Mgr., Esterbrook Steel Pen Mfg. Co., 
Camden, N. J. 

SHAW, R. M. W., Olds Motor Works, Lansing, Mich. 

SHEPHERD, V. E., Central Hudson Gas & Electric -Co., 
Poughkeepsie, N. Y. 

SHERROD, Henry, Newcomb-Endicott Co., Detroit, Mich. 

SHRIDER, C. M., A. E. Starr Co., Zanesville, O. 

SINEY, Edward H., Pacific Coast Shredded Wheat Co., Los 
Angeles, Cal. 

SILVER, Louis, Truly Warner, Inc., New York City. 

SIMON, Franklin, Pres., Franklin Simon & Co., New York. 

SIMPIER, George, Olds, Wortmann & King, Portland, Ore. 

SITNER, Louis, Boylan-Pearce Co., Raleigh, N. C. 

SLACK, Leslie D., Wurzburg D G. Co., Grand Rapids, Mich. 

SMITH, Arthur B., Card Writer, Porteous, Mitchell & Braun 
Co., Portland, Maine. 

SMITH, A. D., Barker Bros., Los Angeles, Cal. 

SMITH, George A., Display Specialist, New York City. 

SMITH, Floyd P., Newman D. G. Co., Arkansas City, Kans. 

SMITH, G. C., Adv. Mgr., Libby-McNeill & Libby, Chicago. 

SMITH, Traver, Mgr. Sales Promotion, The Fleischmann 
Company, New York City. 

SMITH, Roy B., Strain Bros., Inc., Great Falls, Mont. 
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SNOW, A. J., School of Commerce, Northwestern Univer- 
sity, Chicago, III. 

SNYDER, George E., Hirsch-Wichwire Co., Chicago, IIl. 

ST. AMAND, S., Faquy, Lepiany & Frere, Quebec, Canada. 

STANLEY, W. H., Adv. Dept., Wm. Wrigley, Jr., Co., 
Chicago, Ill. 

STEEN, Clyde P., Window Display Installation Bureau, Cin- 
cinnati, Ohio. 

STENSGAARD, W. L., C. W. Klemm, Inc., Bloomington, III. 

STEPHENS, W. J., Washburn-Crosby Co., Minneapolis. 

STEPHENSON, D. C., The Modern Display Service, Sagi- 
naw, Mich. 

STERLING, H. D., Sales Mgr., Dressler Hdw. Co., Los 
Angeles, Cal. 

STONE, D. A., Pres., Windowtrim Fabrics, Inc., New York. 

STEWART, W. G., Lyon & Healy, Inc., Chicago, III. 

SWEET, Ione Mae, Publicity Dept., Knitted Undearwear 
Bureau, New York City. 

SYMSER, Bert A., Stone-Fisher Co., Tacoma, Wash. 

TANNEHILL, J. E., Carson, Pirie & Scott Co., Chicago, III. 

TARRASCH, H. H., Stix, Baer & Fuller, St. Louis, Mo. 

TENNANT, M. J. B., Meier & Frank Co., Portland, Ore. 

THORP, Carlyle, Gen. Megr., California Walnut Growers’ 
Association, Los Angeles, Cal. 

TIBBETTS, Geo. F., Forbes & Wallace, Springfield, Mass. 

TICE, Delmar M., Dils Bros. Co., Parkersburg, W. Va. 

TOLL, W. G., Frank & Seder Co., Detroit, Mich. 

TOWNSEND, N. W., Pub. Dept., National Lamp Works, 
Cleveland, O. 

TRINKLE, S. E., Stambaugh-Thompson Co., Youngstown, O. 

TUCKER, C. H., Jr., Bry-Block Mer. Co., Memphis, Tenn. 

TUCKER, Frank, Card Writer, J. Horne Co., Pittsburgh, Pa. 

UMBERGER, B. L., Gen. Mer., Fixture Sales Co., Char- 
lotte, N. C. 

VASSOS, John, New York Display Service, New York City. 

VOGT, Wm., B. F. Dewees Co., Philadelphia, Pa. 

VORREUTER, A. C., Megr., Klee Display Fixture Co., 
Rochester, N. Y. 

VOSLER, W. G., Window 
Ohio, Cincinnati, Ohio. 

WAGNER, A. M., A. M. Wagner Adv. Service, Minneapolis, 
Minnesota. 

WAGNER, George H., Denecke’s, Cedar Rapids, Iowa. 

WALLACH, Theo. A., Burns & Grassie, Chicago, IIl. 

WARD, M. J., Sec’y Educational Committee, Curtis Light- 
ing, Inc., Chicago, III. 

WATTERS, A., Barrett & Watters Co., Toronto, Canada. 

WELLBAUM, George, Pub. Mgr., Indiana Bell Telephone 
Co., Indianapolis, Ind. 

WENDEL, C. F., J. L. Hudson Co., Detroit, Mich. 

WERNER, Wm. C., Adv. Mgr., The Procter & Gamble Co., 
Cincinnati, Ohio. 

WERTZ, Frederick L., Dis. Counsel, New York City. 

WHITNAH, R. T., Crosby Bros. Co., Topeka, Kansas. 

WILKINS, L. L., Kerr D. G. Co., Oklahoma City, Okla. 

WILLIAMS, J. Duncan, Display Specialist, Chicago, III. 

WILLIAMS, P. S., Scruggs-Vandervoort-Barney Co., St. 
Louis, Mo. 

WILSON, Ross H., Adv. Mgr., W. A. Sheaffer Co., Ft. Madi- 
son, Iowa. 

WOLFF, K. S., Atlantic City Dec. Co., Atlantic City, N. J. 

WOLFF, Leo. R., M. Steifel & Sons, Ottawa, III. 

WOLFSON, M., Baer Bros. & Prodie, Chicago, III. 


WOODWARD, C. C., J. M. Stewart Co., Indiana, Pa. 

WYLIE, Nat., The Steel Hdw. Co., Wichita, Kansas. 

YOUNG, Ray A., Harry Katz, Inc., Oklahoma City, Okla. 

YOUNG, R. H., Adv. Mgr., The Stanley Works, New 
Britain, Conn. 

ZAHOUR, R. L., Westinghouse Lamp Co., New York City. 
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Get this New Book on 
PRACTICAL ART 





PRACTICAL ART 


was published by SIGNS OF THE TIMES to 
meet the need of a complete practical textbook 
covering every phase of money-making art. 
There is nothing in the field of practical art 
which covers so wide a field of illustration and 
design in a single volume. 


Manuel Rosenberg, well-known cartoonist and 
artist, wrote this book primarily for art students, 
cartoonists, commercial artists, tashion artists 
and illustrators. It is of great value as a refer- 
ence work for the finished artist. It is a self- 
starter for new art ideas. 


PRACTICAL ART is a complete, illustrated 
manual, a ready, authentic guide for the crea- 
tion of an emergency illustration, be it a human 
figure, a scenic sketch, a cartoon, an animal, a 
hand, or other object one may be called upon 
to produce. 

It has the real atmosphere of the studio. It is 
cloth bound, 236 pages, 734 x 1034, and carries 
over 225 illustrations. It contains 86 lessons on 
practical art. 


$5.00 the Copy, Postpaid 
or you can get a copy of the book and a year’s 
subscription to SIGNS OF THE TIMES for 
$7.00. 


SIGNS OF THE TIMES, Cincinnati, Ohio. 
C] Enclosed find $5.00, for which send a copy of 
PRACTICAL ART, postpaid. 


[J] Enclosed find $7.00, for which send me SIGNS OF 
THE TIMES for one year and a copy of PRAC- 
TICAL ART, postpaid. 
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Manufacturer Cooperates with Dealers 


Display Problem Can Be Greatly Simplified by Giving Retail Merchant 
the Type of Material He Desires and Can Put Into Practical Use 


By E. C. HOUGH 


Vice-President and Treasurer, Daisy Manufacturing Co., Plymouth, Mich. 


HE manufacturer is getting, year by year, a 
better appreciation of the value of proper 
window display of his goods by the retailer. 
The last few years has seen a great ad- 

vance in the character of the window display material 
furnished to the retail trade, and a keener intelligence 
fegarding the class of material the retailer wants 
and can use. 

In our own case, which is typical of many manu- 
facturers, this has always been a difficult problem. Dur- 
ing an existence of nearly half a century we have built 
up a nation-wide distribution. The number of retail 
stores handling our products very nearly coincides with 
a directory of the better rated hardware stores of the 
country, and reaches over into the sporting goods field, 
and the leading department stores. 

While most of these dealers carry fair stocks, there 
is not enough involved in each individual 
transaction to pay us to keep frequent and 
regular contact with the retailers of the coun- 
try through salesmen. Our goods are dis- 
tributed entirely through wholesale channels. 
While this method of distribution has proven 
eminently satisfactory, we recognize that the 
jobber’s salesman has little or no time to talk 
to the retailer about special prob- 
lems of display in connection with 
the Daisy Air Rifle, or any other 
article that he is 


Midd Ol OOMUMULUYILILLIOL My iii 
YY 


handling. LE Ws 


Like most 
problems, we 
found the solu- 
tion of our diffi- 
culty came 
through a desire 
to better serve 
our trade. We 
began to get re- 
quests for a gun 
rack. We experi- 
mented with a 
number of models, 
but finally hit 
upon one that would serve to properly present their 
Daisy models, and at the same time incorporate an ad- 
ditional sales message to the public. 

We worked out the present display after many ex- 
periments. It shows the merry grin of our well-known 
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Compelling Background Cutout Furnished Retailers by Daisy Mfg. Company, 
Plymouth, Mich. 


“Daisy Boy” peeping over a “high-board” fence, on 
which is crudely drawn, boy-fashion, a target. This is by 
far the most popular display feature we have ever used. 

We have told the trade about it in handsomely 
printed circulars sent to our entire retail mailing list. 
We have featured it in our trade paper advertising. 
We have asked jobbers to tell their retail trade about 
it. Always, we have insisted on sending it, direct from 
our office to the retailer, and only on a request that 
implies a real desire to use it. 

Up to the present time, we have distributed nearly 
ten thousand of these displays, and many dealers have 
written us about its effectiveness in selling our goods. 

Along with our messages to the trade regarding this 
display, we have preached a bigger, broader idea—the 
idea of making frequent windows where not only Daisy 
Air Rifles were shown, but baseball, football goods, 
skates and every kind of article that appeals 
to the heart of a boy. 

We have dwelt on the value of the boy as 
a customer. To make a friend of the boy to- 
day is to keep his friendship when he grows 
up, and can spend a hundred dollars to every 
dollar he now spends. 

This idea has taken hold in a won- 
derful way. Dealers are swinging 
into line, and making their stores 
“friendly” places for boys. We be- 
lieve that in pushing this idea, we are 
not only helping sell more Daisy Air 
Rifles, but also 
serving our retail 
friends in a broad, 
constructive way. 

Our files are 
filled with letters 
from merchants 
who have used 
this display piece 
in their windows 
and stores. The 
splendid _ results 
that have been 
secured and the 
impression created on the minds of the boys would 
fill many paes. We are more firmly convinced of the 
truthfulness of the often expressed phrase that mer- 
chandise well displayed is half sold, but it is not 
necessary that it be an elaborate presentation. 
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PANEL UNIT 

Made of wallboard and covered 
with apple green Sol Satin. 
Butterflies are hand painted. 
Floral decoration best grade 
cloth. Size 5 feet, 6 inches high. 
No. 10842—Complete as shown— 


in plastic base, $17.50. 
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Attention Getting Window 
Displays For Spring 
can be had by using 


SCHACK’S DECORATIONS 


A wonderful line of new and novel floral decorations; a wealth of new 
unit settings combining flowers with hand-painted decorations on satin 
or wallboard. 
















Schack’s line of Spring Decorations is the.most varied. Your every 
whim, taste and price you want to pay is satisfied. 





Our New Spring Catalog 


Over twenty-five years of continuous service to the displayman makes it pos- 
sible for us to plan out the kind of decorations that serve you best. You can 
make your Spring Opening Windows 100 per cent efficient by ordering your 
decorations from our latest Spring Flower Book. 







Write Dept. R for Your Copy 


The Schack Artificial Flower Co. 
Main Office and Factory C H T C. A G O 


134-140 N. Robey St. 





Downtown Salesroom 
63 Adams St. 








Here is a Book that Reveals all Secrets of 
Expert Draping 


“THE ART of DRAPING” 





BY JEROME A. KOERBER 
is a complete, modern and practical text and reference 
book on the subject of mercantile and display draping. 
It covers the subject thoroughly, comprehensively and 
authoritatively, and is profusely illustrated with dia- 
grams, pen drawings and photographs. ; 

The contents of this book is a revelation, as it com- 
prises the experience of a life spent in the execution 
of draping art by the country’s foremost draping au- 
thority. 


Profusely Illustrated—Substantial Cloth Binding—128 Pages—Page Size, 714 x 1044 
Books Shipped Same Day Your Order is Received—Order TODAY! 


SPECIAL OFFER—A copy of this new book, THE ART OF pPoccosonenenasenccesencsas 
DRAPING, together with a year’s subscription to The DIS- H ORDER BLANK 
PLAY WORLD at a cash saving of $1.00—Both for $4.00. | Tue Display Publishing Co» Cincinnatl, 0. 
If you are already a subscriber your subscription will be extended. ' for $3 0, for ene copy of Koerber's ART 4 
Published by an postpaid to following address: : 
, z a AMG]. cc eccccrescccccccessessecvascesseceesesse 
THE DISPLAY PUBLISHING CO. sities neccnncnnnenn 
1209-11 Sycamore Street Cincinnati, O. _ sha asia ies S sieaneuuvans : 
B State... cers ececcccceccesccsceccesscsceccercess 


CONTENTS 


The fundamentals of draping; fixtures—what they 
are and their importance; how records are kept in dis- 
play department; efficiency in decorator’s room; general 
knowledge of merchandise; the structure of drapery; 


* ornamentation of drapery; importance of color and color 


harmony; a chart of colors and combinations; com- 
bining colors by use of color chart; some pertinent 
advice—errors to be avoided; draping examples illus- 
trated and described. 


Price $3.00 Postpaid 
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Insuring the Life of Display Material 


Large Portion of Waste in Manufacturer’s Display Material Can Be 
Eliminated by Impressing Dealer With Its Value and Importance 


By ROSS H. WILSON 
Sales Promotion Manager, W. A. Sheaffer Pen Company, Fort Madison, Iowa 


LL the investigations, research and surveys 
by various individuals and organizations 
prove the large amount of advertising dis- 
play material that is thrown into the discard 

by the retail dealer. It is very safe and conservative to 
say that twenty-five per cent of the material furnished 
by the manufacturer is not used. 

Of the various means now in use to reduce to a 
minimum this waste, none has proven one hundred per 
cent efficient. Doubtless the display that is purchased 
or paid for, at least in part, by the retail dealer is used 
in preference to displays that are furnished free by the 
manufacturer. This is very logical, for the dealer will 
not buy anything unless it meets his exact needs and 
appeals to the requirements of his trade, his merchan- 
dise and his display facilities. 

Many well-organized advertising departments treat 
alike their dealers’ window display, feeling that it may 
not be used any way, so why waste much time or money 
on it? The displays resultant from this theory are 
hardly worthy of use by any dealer, so it is easy to 
understand the great waste that exists in these. 

In preparing and distributing window displays for 
the Sheaffer Pen Company, the displays are furnished 
in the spring buying season, in the fall for the opening 
of school, and for the Christmas holiday season. Each 
display is prepared individually, and the year’s require- 


Display of Sheaffer Pens in Window of C. D. Peacock 


ments are not made up at the same time; thus a reac- 
tion can be secured from each display, which aids in 
the preparation of the next one. The opinion of various 
dealers is sought regarding the size, color, style, design 
and all the various features that go into a good display, 
and then an actual dummy display is made up and fitted 
into various sized windows to see if it will meet the 
requirements of great elasticity and universal use. 
These displays are shipped with orders for merchandise 
or only at the request of the dealer. Indiscriminate 
broadcasting of expensive material is one of the chief 
reasons for its great waste. 

When as high as four or five dollars are spent in a 
complete display, or upwards of one dollar spent in 
a background card, every effort must be made to be sure 
the retailer uses the display at least once, and further 
steps must be taken to urge him to save the display to 
reuse at some later time. A recent background panel 
offered for dealer use was made with a harmonious 
blending of colors that permitted its use at all seasons 
and with nearly any color of drapes, floor coverings or 
merchandise. To select the color scheme for such a 
display and still keep it bright and attractive without 
subdued colors is no small task. The very best litho- 
graphing is required to hold up the color and secure 
first-class work that the dealer is proud to place in the 
most expens.ve part of his store—his window. 





Co., Chicago, Illustrating Writing Then and Now 


J anuary, 1926 
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On the back of this card is a small sticker, about six 
inches square, calling attention to the use of the dis- 
play in connection with the standard sized, full-page 
colored advertisements appearing in the leading popular 
magazines, thus tying up the national advertising of the 
manufacturer with the ultimate point of sale. The 
sticker further urges the dealer to save the display and 
use it not only for the current advertisement to appear 
that month, but for further ads and displays in subse- 
quent months. Such careful preservation requires little 
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SAVE THIS DISPLAY 


This Sheaffer window dispiay was planned by America’s 
foremost window display artist «it» the otject of ‘securing 
maximum attention value and great sales power. When 
you have finished with this display, save it carefully. Clean 
it by wiping with a dry cloth and wrap it up until some 
future time when you will need it again. You will tind it 
an ideal background to use In your windows for all kinds 
of displays. 

The center panei of this display has a frame to display 





the full page colored ads of Sheaffer pens that are appearing 
in the Saturday Evening Post and Liberty. All that is nec- 
essary to do is to secure a copy of the ad, either by trim- 
ming out the entire page of the enagazine or securing the 
a@ from the Sheafter Pen Company; insert the corner of the 
page in the small, diagonally die cut slots prepared In the 
center panel, and the ad is attractively displayed on ‘the 
card and -easily removed. 

“To secure full value trom your Investment in Sheaffer 
Pens and Penciis, tie up your window, newspaper and local 
advertising with the national advertising program of the 
Company. 

ADVERTISING DEPARTMENT 


W. A. SHEAFFER PEN CO. =02/tay ryan 
FORT MADISON, IOWA, -U. S. A. 























cut in the display card. ave your 
display for future showing. 











Sticker Used.by Sheaffer Pen Co., Fort Madison, Iowa, to 
Insure Life of Display Material 


effort except to wrap the display in heavy paper or 
newspaper and store in a flat position on the shelf, pre- 
ferably under a weight to prevent warping and to pro- 
tect it from dust and direct sunlight. Even if this re- 
quest to save the display does not result in actually 
having it saved, it impresses on the dealer’s mind the 
value of the display and thoroughly insures its first use. 

Like all forms of advertising, window displays are 
only of value in proportion to the amount of business 
they secure. A very expensive piece of display material 
may secure a certain amount of business, while a less 
expensive piece may secure even more, but no display 
can be perfect that does not at least pay for itself re- 
gardless of its cost and attraction value. The admoni- 
tion to “save this display” accomplishes the purpose by 
insuring original use, discouraging the profligate waste 
of expensive lithographs, and shows the dealer how to 
make his display tie up with the national advertising 
program back of the product he sells. 





SPECIAL SHOW CARD INSTRUCTION OFFERED 

Advice from the Washington Show Card School, Room 
1401-D, 1115 Fifteenth Street, N. W., Washington, D. C., 
states that they are now, prepared to make a special offer to 
store owners, displaymen and clerks interested in show card 
writing. 

A descriptive, illustrated book has been issued and will 
be mailed upon request. 





INVITATION EXTENDED TO ALL DISPLAYMEN 

The A. & K. Plant Preserves Company, Inc., extend to 
the display professiom in general a cordial invitation to 
visit their factory and showrooms at 123-125 West Twentieth 
Street, New York City, to see their line of decoratives de- 
signed to take care of individual needs. 


THE DISPLAY WORLD 








FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


to the display profes- 
sion and industry has 
been so faithfully given by 
The DISPLAY WORLD 
that it has won a nationwide 
family of loyal readers. 
Everywhere you will find 
The DISPLAY WORLD 
held im highest esteem by 
the leading displaymen and 
executives. Its pages reflect 
the thoroughness and au- 
thoritativeness of its hand- 
ling and discussion of dis- 
play problems and practice. 























































To read it regularly each 
month you insure for your- 
self a close contact with all 
that is new and worthwhile 
in the field of window dis- 
play, mercantile decoration 
and show card writing. 


Through its advertising col- 
umns you get a complete 
buying guide for all display 
equipment needs. By sub- 
scription only $2.00 a year 
—less than 17c per copy. 


Sample copy 25c 


Subscribe 


WE PVAWEING 


= 


The Display Publishing Co., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00, for which enter my name on 
your subscription list for a full year’s subscription—1l2 issues— 
beginning with the next issue. Address magazine as follows: 
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Note—Remittance by check requires 10c additional for ex- 
change. Canadian and foreign subscription 50c additional. 
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Free Goods Evil Detriment to Display 


National Display Installation Service Organizations Are Opposed to 
Practice of Giving Dealer Free Goods to Secure Window Locations 


By SAMUEL J. HANICK 
Manager Display Dept., Reuben H. Donnelly Corporation, Philadelphia, Pa. 


N talking to manufacturers who advertise through 

the medium of window display regarding the in- 

stallation, the one question arising in their minds 

is this, “Are free goods necessary to window dis- 
play advertising?” The manufacturers have been approached 
on the “free goods” subject every time they have. consum- 
mated a campaign for the installation of window displays. 
The so-called one-man display organization has been trying, 
‘and is at the present time, to make the manufacturers be- 
lieve that free goods are positively needed for the securing 
and booking locations. The national display organizations 
are ready to contradict this statement and want the oppor- 
tunity to prove to the manufacturers that free goods are not 
necessary, but can say that they have been found to be very 
alluring. Therefore, the manufacturers are left in a quandary. 


Through the various stages of business advancement it 
has been the custom of manufacturers to give away large 
quantities of free goods to the dealers. They were persuaded 
by the window displaymen and made to believe that the free 
goods were a necessity and that they would bring vast sales. 
But this was not the case. On the contrary, free goods made 
the dealers become very independent about renting their win- 
dows and actually thought that their windows were worth 
big money. ° 

The dealers would not rent a window unless they received 
in exchange a sum of money or free goods. If a window 
trimmer offered a few tubes of, say, tooth paste, or a few 
bottles of the product being advertised, he, the dealer, was 
ready and willing to give the window for the display. It 
was not the actual value of the goods that counted; the 
dealers had become accustomed to receiving something free, 
and, no matter how small a quantity, they demanded them. 


Here is one instance experienced by us. Some time ago 
we had occasion to call on a dealer and ask for his window 
to install a display on which there were no free goods. The 
dealer replied, “My window is worth from $10 to $50 to me 
and I can not give it to you for nothing.” It was not long 
after that we had another display to offer him on which there 
was a small quantity of free goods, amounting to about 
26 cents, but no more. Immediately he seized the opportunity 
and said, “Be sure you bring the free goods with you and 
do not disappoint me on that day.” 


There is another ill effect that free goods have on dealers. 
They make the dealers lose the interest in pushing the mer- 
chandise advertised. Every workman knows when accept- 
ing employment that he will not receive any pay in advance. 
He must perform an honest day’s or week’s work before re- 
ceiving compensation. Should he receive the money in ad- 
vance, the incentive to work would be lost and there would 
be a temptation for him to lay down on the job or else do 
not work at all. We believe the same thing applies to the 
dealers and the free goods. You are paying the dealer in 
advance for pushing your product, and, after he receives the 
goods, which is his pay, that interest is lost. He has been 
paid. The product will probably sell-while the display is in 
the window, which length of time is approximately one week; 
after that the product becomes dead as far as the dealer is 
concerned. 


Through our years of experience we have found that it is 
possible to book locations without offering any merchandise 
free. It is being done, we are doing it, although we can say 
that it is not at all times the easiest way. We have to use 
persuasion, we have to talk to the dealer and prove to him 
that it is not free goods that sells the product, that it is the 
distribution of the product and the other mediums of adver- 
tising such as magazine, newspaper, etc. On the strength of 


this we have succeeded in getting the windows for the in-- 


stallation of the displays. The dealers are gradually becom- 
ing reconciled to the fact that free goods are not needed to 
sell his products, and we are preaching to them about push- 
ing the product on its merits and its additional advertising. 


Do not misunderstand our viewpoint—we do not want to 
convey the idea to the manufacturers nor say “Do not give 
free goods,” but we do say that “they are not necessary as 
an inducement for the installation of window displays.” The 
manufacturers could give away free goods but use other 
means, better means than with a display. 

For instance, they could inaugurate special “deals,” get- 
ting the dealer to buy a certain quantity of merchandise dur- 
ing a certain period of time. In that way his sales are going 
to increase far more rapidly, the dealers will push the product 
in order to sell the quantity necessary to secure the free 
goods, and so have an incentive to work for. 


Each and every manufacturer knows that the duty of a 
display is to lure customers and “make the passer buy.” 
thereby increasing the sales for the dealer. If these displays 
are installed in the proper manner, in the right localities, at 
the right time of the year, they will do their duty and the 
dealers will get far more profit from the sales made through 
the window displays than they will secure in free goods from 
the manufacturers and in letting displays be installed in their 
windows. The value of the window is increased from not 
26 cents, the value of the free goods, but to the profits from 
the sales. Therefore, we leave to the dealers this message, 
“Do not simply look for free goods from the manufacturers, 
but look for a real display with a real product behind it 
which, when sold, will give you the desired profits.” 


To the manufacturers we say, “Try installing your dis- 
plays through reliable and dependable display organizations 
who will install your displays on their merits and not on 
free goods.” 


To the display organizations we say, “Give your customers 
the right kind of service, give them a dollar’s worth of serv- 
ice for every dollar received, talk the display to the dealers 
and prove to them that it is the display and the product and 
not the free goods which they desire for increased profits. 
Sell the dealers on the distribution of the product, on the 
advertising behind it, and make the installation so attractive 
that the display will not fail to perform its duty and sell the 
product advertised.” 


If the manufacturers, the display organizations and the 
dealers will all work together, as in unity there is strength, 
free goods will become passe as an inducement for the secur- 
ing of a location of a display, and the fact that free goods 
are not necessary with displays will be the answer to the 
manufacturers’ question. 
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Joseph C. Shields, director of the Crescent City Display 
Service Company, 2119 Robert Street, New Orleans, La., re- 
ports considerable activity in window display installation 
work in his territory, and has many bookings for the new 
year. In addition to the regular service this firm specializes 
in window display suggestions and counsel. 





E. E. Ashworth, 12 Arlington Street, Rochester, N. Y., 
who specializes in expert sign work and show cards, has 
added a window display installation department, and, in addi- 
tion to-designing window displays, will also install them. 





Gibson-Snow, Inc., one of the largest wholesale drug firms 
in the East, located in Albany, N. Y., with branches in many 
other cities of the state, have established a window dis- 
play installation department in charge of E. Meserer, in con- 
nection with their Albany headquarters. Charles H. Bailey, 
formerly owner and manager of the Hudson Valley Distribu- 
tion and Display Service, of Troy, N. Y., has become con- 
nected with the new department and will install displays for 
the firm. 





Kenneth F. Hatfield has established a window display 
service at Calais, Me., and will cover a number of cities in 
the vicinity of that town. 





Ensley B. Lang, well-known New England displayman, 
who has been living at Bar Mills, Me., has just opened a new 
window display installation service in Portland, Me., and will 
handle the installation of window displays for national ad- 
vertisers as well as conduct a local service for merchants. 





Stark Brothers, for some time a well known window dis- 
play installation firm in Kansas City Mo., have dissolved 


partnership. W. A. Stark, located at 2818 Locust Street, 


Kansas City, with the window display service end of the 
business, and his former partner and brother, established ‘a 
sign and show card studio in another section of the city, so 
the two lines of the business as conducted formerly would be 
separate and distinct. 





A. L. Wright has established a window display installa- 
tion service at 924 Commerce Street, Tacoma Wash., and 
starts off auspiciously with several campaigns for national 
advertisers, in addition to considerable window and show 
card work for local merchants. 





M. J. Klein, formerly of Brooklyn, N. Y.,, who recently 
opened up the Klein Display Service at 913 Twenty-first 


‘Street, Denver, Colo., reports the outlook for window display 


installation work exceptionally good for the new year. Mr. 
Klein is now firmly established in his new location, and, in 
addition to his installation work, specializes in art work and 
art signs for display windows. 





W. H. Lingenfelter, well-known display service man, has 
moved his headquarters and offices to 5931 Windsor Avenue, 
Philadelphia, and has been operating with crews of window 
displaymen throughout Pennsylvania and several other states. 
He has been, for several months, working on the installation 
of a large number of window displays in Pennsylvania, New 
Jersey, West Virginia and Ohio for the Griffin Manufactur- 
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ing Company, manufacturers of several brands of shoe polish 
and shoe dyes. He recently made trips to Wheeling, Pitts- 
burgh and Cincinnati in the interest of this campaign. 





The Springfield Distributing Company Springfield, Mass., 
has a well-organized window display installation service 
that assures to their growing list of clients the best co- 
operation and utmosteeffectiveness. The display staff is in 
charge of Rollia Willis, formerly with the Davis Dry Goods 
Company, Chicago; J. T. Shane Company, Chicago; McCurdy 
& Company, Rochéster; Hirsh, Riley & Stewart, Aurora, IIl.. 
The wide experience of Mr. Willis especially fits him for 
handling the window display work of national advertisers. 





The Dis-Play-Well Service, New York City, has been do- 
ing some very interesting and effective window display in- 
stallation work tor the Radio Corporation of America. Leo 
E. Kaplan, manager of the service, reports an unusually prom- 
ising outlook for the display service business for 1926. 





The DISPLAY WORLD is in receipt of a very fine desk 
calendar from the Ezra Ramin Display Service, Boston, 
Massachusetts. 





P. E. Brissey has established the Brisco Display Service 
in Fairmont, W. Va., and will also cover Clarksburg and 
Morgantown, handling window display ‘installations for na- 
tional advertisers, in addition to a show card service for 
local merchants in those cities. 





A. T. Lacey, A. W. Klatt and O. E. Bittinger report prog- 
ress with the Spokane Display Service, with headquarters 
and offices at 321 West Sprague Avenue, Spokane, Wash. 
In addition to installing window displays for national adver- 
tisers, these men will specialize in backgrounds and show 
cards. 





E. Van Harlingen, well-known displayman of Sacra- 
mento, Cal., who conducts a studio at 910 Ninth Street, that 
city, is successfully covering a long list of cities in close 
proximity to Sacramento, including Stockton. Mr. Van Har- 
lingen has just become the representative of the Window 
Display Installation Bureau in Sacramento and Stockton 
and his first contract under his new affiliation covered the 
Sangrina displays for the Scientific Research Laboratories, 
of New York. 





E. F. Hanowell, who conducts a window display service 
in Wilson, N. C., has added Rocky Mount, Tarboro, Golds- 
boro, Kinston and Greenville, N. C., to the list of cities in 
which he installs window displays for national advertisers. 





Window display service firms in all sections of the coun- 
try report a bigger demand for the dealer’s window display 
space this year than ever before, and unless bookings are 
made far in advance there will be very few desirable win- 
dows obtainable by the time the middle of the year arrives. 





W. G. Vosler, of the Window Display Service of South- 
ern Ohio, 22-23 Pickering Building, Cincinnati, Ohio, re- 
ports an exceptionally active window display installation 

(Continued on page 65) 
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DALLAS---FT. WORTH 


———_—_—_- TEX AS—————- 
PROSPERITY ZONE! 


Window displays installed by prize-winning window trimmers. 
Delivery Service, — = Cards, House-to-House 


Distributing. 
HUGHES ADVERTISING SERVICE 
205 N. Ervay St. Floyd G. Hughes, Mer. Dallas, Texas 





A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
’ Associated with Window Display Installation Bureau. 


TUCSON, ARIZONA, AND VICINITY 


FRED J. CODD ADVERTISING SERVICE 
P. O. Box 1681, Tucson, Ariz. 


A complete Window Display Service for National 
Advertisers. House to house distributing. Personal 


- PHILADELPHIA 


and surrounding points. 

Window Displays Delivered and et for National Advertisers. 
e Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 

Installation Capacity 500 Displays per week 
Four Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa. 











WINDOW DISPLAYS INSTALLED 


DALLAS—FT. WORTH 


and all the small towns within one hundred miles of Dallas. 
We feature a FREE PICK UP SERVICE. Write 


PARKER’S ADVERTISING SERVICE 


1201 So. Ervay Street, Dallas, Texas, 
for particulars jin regard the service we are offering our clients. 


NEW SPRING NOVELTIES 


Crystal-Mirror Vases, Crystal-Mirror Cut-outs, Crystal- 
Mirror Wall-Pockets, Artificial Flowers, Fancy Papers, 
Art Panels, Backgrounds, etc. 


ART WINDOW DISPLAY COMPANY 
130 West Broadway, New York City 


JACK SHENKER’S DISPLAY DECORATIONS 
144 Duane St., New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price pecan Beaver Board, Etc. 











BOSTON, MASS. 
and Vicinity 
EASTERN WINDOW DISPLAY CO. 
537 Shawmut Ave., Boston, Mass. 
Guaranteed Window Display Service and Distribution 
for National Advertisers 


Associate of Window Display Installation Bureau 





PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 

A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 


GEORGE A. SMITH 
1737 BROADWAY, NEW YORK CITY 


Specializing in window displays for National Adver- 
tisers and Dealers. Model displays planned, reproduced 
and set up in my model windows. Make your “Window 
Display Dealer Helps” produce the results they should. 





DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 
QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 


ABEGGLEN’S DISPLAY SERVICE 
822 S. Weaver Avenue 
SPRINGFIEED, MO. 


A complete window display service for national 
advertisers. 





Associate of Window Display Installation Bureau 


OMAHA 


Council Bluffs, lowa, and Vicinity. 

A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 
OMAHA DISPLAY SERVICE 
524 Park Avenue Omaha, Neb. 


CINCINNATI 


Dayton Springfield Louisville 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau. 

















ST. JOSEPH, MO. 
and Vicinity 
MEYER WINDOW SERVICE 
315 Schneider Bldg. 


Window displays delivered and installed for National 
Advertisers. Fine Show Cards for Displays. 


MARQUIS & WHITNEY 
WINDOW TRIMMING OUR SPECIALTY 
Campaigns Successfully Handled in Western 

Washington 
Service and Quality 
1401 DEXTER AVE. SEATTLE, WASH. 


DETROIT 
GENERAL DISPLAY SERVICE CORPORATION 
9631 Prairie Ave. 
ALL SET FOR 1936. 
A complete Service for National Advertisers. Window 
Displays, Display Cards, Backgrounds, Designing and 
Painting. Write for Particulars. 











START THE NEW YEAR with real attractive and effective win- 
dow displays that have a selling power. Over 25 years experi- 
ence in all branches enables us to guarantee satisfactory results; 
only experienced window trimmers employed. Our auto delivery 
covers New York City, Brooklyn, Long Island, New Jersey and 
New York suburbs surrounding Manhattan. 

MERCHANTS WINDOW DECORATING SYSTEM CO., INC., 

375 Marlborough Road, Brooklyn, N. Y. 


Telephone Buckminster 5010. J. G. WATERS, Pres. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 
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ROCHESTER, MINNESOTA 
in the State With 10,000 Lakes 


Has the Window Service You Want 
The Oldest Service in the State 


Rochester Window Service 
802 Fourth Street, S. E. N. K. Markle, Director 





J.D. WILLIAMS DISPLAY SERVICE 


Brooks Building, Jackson and Franklin 
CHICAGO 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 








Complete Display Service Throughout 
PENNSYLVANIA — NEW JERSEY 
BALTIMORE AND WASHINGTON 


For National Advertisers and Local Merchants. 


W. H. LINGENFELTER 





5931 Windsor Ave., ° PHILADELPHIA, PA. 
SPRINGFIELD, MASS. 

Holyoke and Chicopee Falls 

Chicopee Vicinity West Springfield 


First class installation of window displays of all kinds. Photos 
and references furnished on request. 


SPRINGFIELD DISTRIBUTING CO. 
59 HANCOCK STREET 
Associate of Window Display Installation Bureau 








Notes from Display Service Field 
(Continued from page 63) 


season for so soon after the holidays. Mr. Vosler’s crews 
are handling: installation of Sangrina, Coty’s, Dr. Morse’s 
Indian Root Pills, Dr. Hermann’s Digestve Tablets, Milnesia 
Wafers, Laxa-Raisin, Feminex, Schroth Fountain Brand 
Hams, Dorsel Flour and Drano displays. 





The series of articles by Samuel J. Hanick, manager, Dis- 
play Service Department, The Reuben H. Donnelley Cor- 
poration, Philadelphia, Pa., relative to display installations 
by organized service companies that are now appearing in 
The DISPLAY WORLD are being reprinted in pamphlet 
form and distributed to a long list of national advertisers 
and advertising agencies. This activity will undoubtedly re- 
sult in much good for every person engaged in this field. 





L. O. Jones, president, General Display Service Com- 
pany, Detroit, Mich., has announced that their business in- 
creased to such an extent during the past year that it was 
found necessary ‘to build a new studio in addition to their 
present one. This has just been completed and they are now 
properly equipped to better handle the business of national 
advertisers. 

Although this company was originally organized to serve 
retail merchants with a complete window service, including 
show cards, panels and art backgrounds, their work has been 
of such a character that national advertisers located in De- 
troit and elsewhere have persuaded them to extend their 
service to embrace the designing and installation of dis- 
plays for them. They recently completed several elaborate 
displays for the Kelvinator Corporation, Detroit, and The 
Williamson Heater Company, Cincinnati. A booth for the 
Kelvinator Company at the Michigan State Fair proved one 
of the principal features of the exposition. It was made to 
represent an ice palace and was attractively illumianted. 





The Merchants’ Window Decorating System Co., Inc., 
Brooklyn, N. Y., has reported that their holiday business was 
the greatest in their hstory, covering more than 150 drug 
stores. On January Ist they started a second campaign’ on 
over 900 San-gri-na reducing tablet displays for the Scien- 











tific Research Company, New York City, covering Brooklyn 
and Long Island. The entire staff of this organization has 
learned the art of handling crepe paper, resulting in many 
new accounts and an increased attractiveness of the displays. 





John S. Scardefield, who for the past eight years has been 
conducting the advertisng agency bearing his name, has 
formed a partnership with Herbert Grossman, of Pittsburgh, 
as junior partner. The new firm will be known as Grossman 
& Scardefield. As in the past, this company will operate in 
both Pittsburgh and Cleveland, with headquarters in the 
former city. Their service to the national advertiser includes 
the installation of window displays, distribution of advertis- 
ing materials, sales detail and trade surveys. 





H. N. Lawson, operating the Lawson Window Display 
Service, Los Angeles, reports a big rush of business for 1926. 
A large Jell-O campaign has just been completed and an ex- 
tensive showing for M. J. B. Coffee is now being installed. 
Many contracts for other campaigns have already been signed 
for early execution. 

C. M. Derden, formerly of the Boston Store, Chicago, is 
operating a high-class window display service catering to the 
better class of drug stores in Los Angeles. A recent display 
for the Fairview Pharmacy attracted much attention and is 
proof of the value of individual and artistic treatment. Mr. 
Derden is located at 6216 Kenenston Avenue, Los Angeles. 





The United Window Display Service, Los Angeles, reports 
the signing of several large contracts to cover all towns of 
southern California and promises to submit several photo- 
graphic examples of its work for publication. 





Paul O. Pinney, display service man for southern Cali- 
fornia for Del Monte food products, is starting the new year 
with some high-powered window displays that will keep Del 
Monte in the lead. 





William Fehrenbach, Jr., manager of the Ferhenbach Ad- 
vertising Service, Joplin, Mo., reports that they are in position 
to offer a complete service for the installation of window 
displays. Joplin is a progressive city and a good market for 
most advertised products. 
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Layout Is Important Feature. of Show Cards 


More Attention Should Be Given Layout of Card Than Any Other 
Factor For Upon This Point Rests Its Success or Fatlure to Attract 


PRE- 
HOLIDAY 


Ce Se ee eee 


Six Well-Arranged Show Cards by C. H. Tucker, Jr., Card Writer, Bry-Block Mercantile Co., Memphis, Tenn. 
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In your search for the BEST in brushes and supplies, look no 
further than Daily’s “‘Perfect Stroke.’” This one outstanding line offers 
everything you need at a price that gratifies any check book. “FIRST, 
because they last’’—that’s what thousands of Card Writers, Sign 
Painters and Display Men say about t 


9 
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—Z —— 
yy i 
TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 


So why look further for what thousands have already found—“first 

: aids” that represent the highest quality that our sixteen years’ experience has 

No. 12 uncovered as most satisfactory?’ A striking feature about this well-known 

line is that once used, it is always used—men who experience the joy of 

supplies all the facts at doing their work in “Perfect Stroke” style are “sold” on this line forever. 
a glance. Let this be 


TODAY for copy. BERT L. DAILY 


126 E. Third St. Dayton, O. 











Our Artist Friends 


know a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


SHO-CARD 
Quality Board 


that we have been forced into 
[ON greatly increased production. 
pea Factory in the es To our great gratification— 
iin cael ditcie :) Quality Does Count. 
Bhat ad Siem par sma napoe ee, Twenty-seven gorgeous colors 
if ay et elteady eqn with hs Bi E // in all. Samples on request. 
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Sietenon arcadia |i Hurlock Bros. Co., Inc., Mfrs. 


M|| CHoward Hunt Pen Co.. : 
E Jasin orders wled bo by Henry Karedes feos Products a : : 4 pon ete P HILADELP HIA, PA. 
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Show Cards Important As Salesmen 


More Attention Should Be Given the Construction and Use of Cards 
in Windows For They Are the Spokesman of Merchandise Shown 


By W. F. DODSON 
Display Manager, Woolf Brothers, Wichita, Kansas 


HiOW cards have a definite place in modern 
merchandising. They are just as important 
as salesmen in the store, because, in reality, 
they are salesmen. They carry the sales 

message to prospective customers in a direct, polite and 


effective way. 





The cards illustrated in this issue are all done on 
black cardboard. I have found that much more attrac- 
tive work can be produced by using this kind of back- 
ground. Color schemes can be executed that would be 
impossible on a lighter stock. The lettering should 
always be done in white. 


Another Group of Artistic Show Cards by Frank Dodson, Woolf Brothers, Wichita, Kansas 








. 1926 


e on 
trac- 
ack- 
d be 
ould 












January, 1926 


In the oval panel of the Spring card is painted a 
spring landscape which is very simple to execute. The 
sky is medium blue with a few streaks of white to 
denote clouds. The foreground is done in light emerald 
green shaded from light to dark, using a touch of laven- 
der at the extreme bottom. This gives a very pretty 
color combination. The trees in the foreground are 
black with a touch of white worked real heavy along the 
inside edge. 

The “Value” card gives a very pleasing effect. A 
poster landscape is done in the panel in light colors; 
the sky is orange, using darker orange and yellow to 
denote clouds. The trees are black and the foreground 
turquoise blue and magenta. The poster flowers at the 
top of the panel are turquoise blue edged in white and 
three thin lines of yellow running from them. 

The “Alpine Magador” card is a very effective 
mountain landscape. The sky is medium blue with lighter 
blue streaks across to denote clouds. The mountains 
are in white, purples and blues blended together to get 
the color effect. The foreground is in deep orange, tur- 
quoise blue and dark blue. The rest of the card is 
painted black. The panel was cut out and pasted on the 
card for lettering, which is in white. 

The “Why Shiver” card is an oval winter landscape 
with the sky light orange; the house turquoise blue and 
the roof white to represent snow. The foliage is in 
dark blue shaded with black. The word “Why” is in 
black and “Shiver” is in green, edged with white. 

The “Wichita Blues” card was used in a window 
where blue suits and overcoats were shown. The men 
playing the horns are in medium blue outlined in white. 
The panel background is dark blue outlined in blue. 

The “Smart” card also has a winter landscape. The 
sky is in mauve; the trees in emerald green, shaded with 
darker green; the house is in deep orange with an 
edging of white, and the foreground is all in white to 
denote snow. 





Import of Display in Merchandising 


(Continued from page 28) 


are displaying. Often they are encouraged by the man- 
ufacturers by cash prize awards. These are all right 
as long as the displayman does not make the prize his 
goal. The success of his window is determined by the 
“box office receipts” and nothing else. The prize is a 
tribute to his genius but it should never be over em- 
phasized. It merely adds the element of competition 
and spurs him to greater efforts. 

We are not trying so hard to get over the value 
of the display contest as the value of window display. 
The latter should be able to’flourish without the former 
and can, but if the manufacturers of advertised mer- 
chandise are willing to devote a portion of their ad- 
vertising expense towards the cause of not only better 
display of their own lines, but all other lines as well, 
it seems as if the retailer could do worse than work 
with him to the ultimate benefit of all concerned. 
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Thirty Shades in 
High Quality 
Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work 


Jend for Jample Folder 


crescNT) Brand 


-we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO séxeo COMPANY 


666 W. WASHINGTON BLVD. CHICAGO 
Originators of New Colors and Finishes in Poster Boards - 
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Improve the appearance of your window or store 
front and give added prestige. As manufac- 
turers we can quote very attractive prices on 
the highest quality bronze work. 


ART IN BRONZE CO,., Inc. 
1782 East 37th St. Cleveland, O. | 


BRONZE SIGNS Sa 








Is your Display Department properly equipped with a 
WOLD AIR BRUSH OUTFIT? Good tools are essential 
for good results. 


For 35 years we have made Air Brushes, and when better ones are 
made we will make them. 






N Mili t THE WOLD AID BRUSH MFG CO. 4 








; Ask for information on the new Type 
ae “Master-F’’—special brush for display 
* work; also for catalog of “THE AIR BRUSHES 
-. WITH THE GOOD REPUTATION.” 


.'3 THE WOLD AIR BRUSH MFG. CO. 
2173 N. California Ave. Dept. 4, CHICAGO 


NOTICE 
The monthly demand for The DISPLAY WORLD 
is growing far in excess of the supply. Make sure 
of getting YOUR copy every month! Send in your 
subscription order‘-‘NOW. Only $2.00 for a full year. 
THE DISPLAY WORLD, Cincinnati, Ohio 
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Psychological Effect of Display on Merchant 


Many Retailers Are Moved to Install Modern Interior Fixtures After 
Witnessing the Marvelous Sales Power of Properly Arranged Front 


By TRAVER SMITH 


Manager of Sales Promotion, The Fleischmann Company, New York City 


OLUMES have been said and written about 
the effect of good window display on the 
passer-by. Much less, however, has been said 

or written about the psychological effect of a good 
window display on the merchant himself. To a manu- 
facturer who offers a window display service to his 
customers, this is an important factor. 

Window display advertising is to the small retailer 
what publication advertising is to the national manu- 
facturer. And one thing that is claimed for publication 
advertising is that it has been indirectly responsible for 
better quality goods. For the successful manufacturer, 
realizing that his advertising must constantly offer peo- 
ple good values, does his utmost to give his products 
unusual virtues either in price, quality or utility. 

In our work with retail bakers, we have found that 
once we have demonstrated the value of intelligent win- 
dow trimming, the baker immediately increases his ef- 
forts to become a better producer and a better merchan- 
diser all around. 

The baker is primarily a craftsman, and, as so often 
results in such cases, still has much to learn as a mer- 


Figs. 1 and 2—Bakery Before and After Entire Front Was Remodeled at Suggestion of The Fleischmann Company 


chant. Since The Fleischmann Company’s prosperity 
is so closely allied to the baker’s prosperity, this is a 
condition which we are very interested in improving. 

Through the agency of Fleischmann Service, which 
incorporates a huge sales promotion effort, a great deal 
has already been accomplished. Window display ser- 
vice plays a very important part in this sales promo- 
tional work, but it never disconnected from the other 
phases of Fleischmann service—free baking schools, 
the free service of expert bakers, free advertising and 
selling advice, any and all forms of advertising’ material 
at cost prices, etc. All these phases strive towards one 
goal; to make the baker produce better quality products 
and merchandise them more effectively. 

For instance, one of our sales promotion men may 
call on a baker to induce him to better the quality of his 
goods. “Your customers,” he tells him, “want quality 
above all.” Should his efforts prove unavailing, he may 
start off on a new track the next time he calls. “Look 
at all the people passing your store. You pay rent ac- 
cording to the number of people who pass, why don’t 
you get the most out of it? Fix up your window so 






January, 1926 





cle 


nm SYS et OO 


ees ee ee eae 





926 


i 


“er 5 











January, 1926 


people will know you’re living. I can show you how 
to do it at little cost.” Very often this gets the baker. 
He uses our suggestions to improve his window. The 
new display shows off his goods to excellent advantage. 
More customers begin to come in. After a while, how- 
ever, sales show a tendency to drop back to their old 
level. ‘“What’s the matter?” asks the baker. “The 
window is bringing them in, all right,” answers the 
Fleischmann man, “but your goods aren’t good enough 
to keep them coming back for more. Take my advice 
and put some real quality into your doughs.” The wis- 
dom of which suggestion the baker now probably sees 
clearly, and follows, with lasting benefit to his business. 


The photograph in Figure 1 shows a small, old- 
fashioned bakery. At our suggestion, the baker, who 
was turning out good quality products, gave a little 
more attention to dressing his windows. He followed 
our suggestions for running “specials” on certain days, 
arranging his windows accordingly. Immediately he 
felt the effect in increased sales. “If this improvement 
in your window displays brings in new sales,” our rep- 
resentative argued with him, “what do you think will 
happen if you have the whole front of your store re- 
modeled along modern lines?” The baker took the hint. 
With very commendable courage and aggressiveness he 
had the entire front of his store remodeled as shown 
in Figure 2. Soon after, he found it was all he could 
do to take care of the new business that came his way. 


“Tf remodeling the front of your store brings new 
business at this rate,” persisted the ever-persistent 
Fleischmann man, “what do you think will happen if 
you remodel the interior so that you can display your 
products inside clean glass cases and not crowd up your 
store so?” The baker took this hint, too, and the re- 





Fig. 3—Interior of Bakery Before Improvements Were Made 


sult achieved may be judged by a comparison of the 
“before and after” photographs—Figure 3 and Figure 
4. Notice that the electric light is turned on in Figure 
3 while it is not necessary under the new conditions in 
Figure 4. 
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Once this baker was convinced, he backed up his 
conviction to the tune of $900, quite a sum for a small 
baker to spend on physical changes in his store. But 
in less than six months the increased profits had wiped 
out this $900 expenditure and business continued at its 
unprecedented brisk rate. 

Similar instances are occuring all over the country 
every day. Over a thousand window displays a month 
are put in at Fleischmann representatives’ suggestions. 





Fig. 4—Interior of Bakery Showing Change Effected With 
Modern Store Fixtures 


Where a baker is very backward about spending much 
money on his window displays, we can furnish him one 
that costs ninety-three cents, or even less. Soon, how- 
ever, such a baker is following all our window display 
suggestions regardless of cost. 

And so our experience shows that the average retail 
merchant, in our case the baker, who’can be made to see 
the value of attrattive window trims, will soon want, 
of his own accord, to straighten out every other phase 
of his business that needs straightening out. A good 
window display is an incentive to a merchant’s pride in 
his store, his goods and his service. It is also, in many 
cases, a retail merchant’s most vulnerable point of at- 
tack. It is very often more easy to start him on the 
road to better merchandising through window display 
suggestions than through any other means. 





NEW STORE WILL BE OPENED IN MARCH 

The D. M. Read Company, Bridgeport, Conn., is planning 
to occupy its new $1,000,000 edifice at Broad and John streets 
the latter part of March. The new building, soon to be com- 
pleted, consists of five stories and a basement, and is of re- 
inforced concrete throughout. Arrangements have been made 
by which delivery cars are led into the basement, reaching 
the street level by means of a ramp. 

The building, which architecturally is an addition to its 
new location about one block west of the site it has occupied 
for so many years, has entrances on four sides. On the street 
level of the John Street elevation are ten large show win- 
dows, and on the front six. 

The personnel will be augmented while the present or- 
ganization is undergoing preparation for the enlargement. 
All of the appointments and fixtures are of the latest type. 
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An Attractive Card 


Stand is Also 
Important 


A well-designed price card de- 
serves an attractive holder. 
Timberlake card stands are 
attractive and_ serviceable,, 
| made to stand hard usage. 
Lie ek Durability is a strong feature. 
Reinforced at every point of 
strain assures rigid construc- 
tion. Finished in Gun: Metal, 
Oxidized, Nickel and Statuary 
Bronze. Furnished with either 
flat or weighted base. The 
high quality and low price ap- 
peals to every careful buyer. 


Other Practical 


Wire Fixtures 


“T” Stands, adjustable and sta- 
tionary. Counter Stands, sev- 
eral styles. Millinery Stands. 


e ae Piece Goods Stands. Shoe Dis- 
~~ play Stands. 


Send for Catalog No. 35-B 
J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 


















































The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 





Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, “CHICAGO 
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Backgrounds, Screens, Panels, with 
stands or to hang. All sizes. Send 
diagram. 


Service Rent or Sale 


$10.00 will procure trial order for 
one month of service circuit. Always 
new designs (no catalogue). Indi- 
vidual and Artistic. Beautiful color 
combinations. Will please the most 
fastidious display manager. 


JOHN MASON 


Philadelphia 


/ALANCES 


Before purchasing a Valance, write 
and find what we have to offer. 


BRYAN’S 
423 S. 4th, Louisville, Ky. 
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New Decorative Unit Presented 


In order to answer the many inquires being made by mer- 
chants and displaymen concerning what is new for this year, 
The Schack Artificial Flower Company, Chicago, IIl., pre- 
sents the accompanying novel decorative unit design. This 
may be used in practically any size window for the display 
of any known type of merchandise. 

















The unit consists of a veneer circle, thirty-two inches in 
diameter, fitted to a beautifully designed vase. It is painted 
black and decorated in gold. The arrangement of the apple 
blossom flowers and foliage, which are of the best grade 
cloth, adds an interesting decorative treatment which is in 
correct harmony with the spring season. The parrot perched 
on the circle is made of plastic compound in deep relief and 
finished in brilliant metallic colors. The parrots may be had 
in either lefts or rights. 

This idea is just one of the many new things which this 
company is featuring in their spring line of window deco- 
rations. Their new flower book, which is now ready for 
mailing, contains hundreds of other interesting suggestions 
that will prove helpful to every displayman. 





CRYSTAL MIRROR BLOCKS POPULAR 

The Botanical Decorating Company, Chicago, IIL, advise 
that their new crystal mirror block display attractions have 
been installed by many large retail stores, among them 
Wieboldt’s Department Store, Chicago; Gimbel Bros., New 
York; Joseph Horne Company, Pittsburgh; Brandeis Com- 
pany, Omaha; Dayton Company, Minneapolis. This device 
is fully covered by patent dated February 24, 1925, and warn- 
ing is given against infringement. 





DECORATIVE FIRM MOVES TO LARGER QUARTERS 

Jack Shenker’s Display Decorations, Inc., announce the 
removal of their show rooms to larger quarters at 144 Duane 
Street, New York City, where they are showing exclusive 
and complete lines of store and window decorations at low 
prices. Displaymen and merchants are invited to visit their 
new quarters and inspect their merchandise. 
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Bureau Observes First Anniversary 


Satisfactory Progress Made by National Installation 
Bureau During First Year of Its Existence 


By CLYDE P. STEEN 
Window Display Installation Bureau, Cincinnati, Ohio 


HE Window Display Installation Bureau, with na- 

tional headquarters at Cincinnati, Ohio, recently 

celebrated its first anniversary, the first time a 

national agency of this character has successfully 
handled window display installation contracts on a nation- 
wide basis. 

Three national contracts were successfully handled by the 
bureau during the year, notwithstanding the fact that the or- 
ganization of local associates in cities and towns throughout 
the country was not completed until March. These three con- 
tracts were for the A. H. Lewis Medicine Company on 
Nature’s Remedy; Iodent Chemical Company on _Iodent 
Toothpaste, and the Polk-Miller Drug Company on Ser- 
geant’s Dog Medicines. 

A great many other contracts were handled by the bureau, 
but these were confined to one city, or a chain of cities, and 
in two instances an entire state. 

Other national advertisers who were served by the bureau 
during the past year were: Cellucotton Products Company 
on Kleenex; Amity Leather Products Company on Amity 
bill books and pocketbooks ; American Safety Razor Corpora- 
tion on Gem and Ever-Ready safety razors; M. J. Branden- 
stein & Company on M. J. B. coffee; J. N. Collins Company 
on Honey Scotch; W. H. Comstock Company on Dr. Morse’s 
Indian Root Pills; Hallwen Chemical Company on Coco-Cod; 
Lamont, Corliss & Company on Pond’s Cold Cream; Laxa- 
Raisin Corporation on Laxa-Raisins; Cooper & Cooper on 
Partola; Sanitas Company on Stim; Scholl Manufacturing 
Company on Scholl Foot Remedies; Templetons, Inc., on 
Raz-Mah; Van Ess Laboratories on Van Ess Hair Tonic; 
Woodward-Wangér Company on Parabal; A. E. Wright 
Company on Wright’s Mayannaise Dressing; Zed Corpora- 
tion on Zed, and the Scientific Research Laboratories on 
San-Gri-Na. 

To have handled so many accounts, even though all were 
not on entirely a national basis, in so short a time through 
an organization builded up in a few months’ time is an 
achievement in itself, and the promoters of the bureau feel 
elated over the success of the first year. In a new angle of 
installation work—the handling of a contract through one 
office, relieving the advertiser of the detail of dealing with 
men separately in a series of cities, the bureau faced a her- 
culean task, and there were many doubts expressed in adver- 
tising circles that it could be accomplished. 

The first anniversary was celebrated by the taking on of 
several new contracts with advertisers for the next year, and 
it is anticipated that the business will steadily increase now 
that advertisers realize they can get this form of service. 
The bureau has a definite system on the handling of all con- 
tracts and the list of clients already established is constantly 
growing, so the agency appears to be a_ well-established 
proposition. 

On the occasion of the first anniversary of the bureau, a 
reorganization was effected and many new plans for the asso- 
ciates and clients of the agency will be announced to take 
effect the first of the new year. George Altman is now 
president and sole owner of the bureau and Clyde P. Steen 
has been retained as sales manager, in charge of the handling 
of contracts for campaigns conducted..by. the firm. W. G. 
Vosler, president of the Window Display Service of Southern 
Ohio, which handles the installations for Cincinnati, Dayton, 
Hamilton and Springfield, Ohio, has offices with the bureau 
headquarters and is assisting in the sales promotion work. 
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Old Friends Under a New Name 


The Cincinnati Show Case and Window Fixture Works 
will consolidate the varied interests of 


The H. Kruse Show Case Company and 
The Great Central Novelty Company, 


both of which firms have been established for many 
years. A beautiful 64-page catalog, now on the press, 
will feature the newest ideas in store and window 
fixtures. Write for your copy of Catalog C and it will 
be mailed as soon as ready. 


With best wishes for the new year. 


The Cincinnati Show Case and 
Window Fixture Works 














232-40 Main Street, Cincinnati, Ohio 


Learn to Make Show Cards 


—Quick Easy Way! 


COMPLETE, practical, sim- 

plified, homestudy course 

quickly trains you to make 
clever, ‘“‘business-getting’’ show 
cards. No special ability needed. 
Store Owners—save money and 
boost your sales. Make your own 
attractive show cards. Clerks— 
every store needs original show 
cards. Double your pay. Busi- 
ness of your own. Earn big § 
money in spare time. Start Now. @ 











Write for Special Offer and descriptive, illustrated Free Book to 


WASHINGTON SHOW CARD SCHOOL, Room 1401-D, 
1115 15th Street, N. W., Washington, D. C. 





We make to order, any size or finish 


BACKGROUNDS, PANELS, CUTOUTS, SCENES 


painted in oii or water color on cloth or wall board. Send us rough 
sketch of your wants, we will furnish estimate cost by return 
mail. Get our prices on beautiful ready-to-letter SHOW CARDS. 


THE SCHLICHER STUDIOS 
32-34 No. Main Street Fond du Lac, Wis. 


Dr SALES & 
DON Dr ELECTRIC TURN TABLES 


DisPLAY ~~» SELL MORE GOODS! 
Electric cost 3 cents per day—Capacity over 100 Ibs. . 
Fully Guaranteed—Write Today. 


Ke users’ ELECTRIC WINDOW SALESMAN CO. “ seston 























“THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 


19 EAST 15th STREET 





NEW YORK 














“99 PER CENT MAILING LISTS”—Accurate, Reliable, Guaranteed 

The kind that produce business compiled for every possible 

business or individual. Standard charge $5.00 per thousand names. 

Lists of every kind of any business or individuals compiled for 

your individual needs anywhere in the United States or Canada. 
Catalog and further information without charge. 


NATIONAL MAILING LIST COMPANY, 
20-K William Street, Newark, N. J. 








LITHOGRAPHED LETTERHEADS <7..57tn‘%0 


WINDOW DISPLAYS, CUT-OUTS, ETC. 
LUTZ & SHEINKMAN, INC. 


EST. 1896 INC. 1904 
2 DUANE STREET NEW YORK CITY 








WE CARRY “ART BLOTTERS” IN STOCK 














E. W. White, formerly assistant display manager, Miller, 
Rhoads & Swartz, Norfolk, Va., has accepted the position 
of display manager of “The Vogue,” Chattanooga, Tenn. 





Benjamin Groban, for several years display manager of 
The Fashion Store, Dayton, Ohio, has resigned and is now 
teaching music and is studying at the Conservatory of Music, 
Cincinnati, Ohio. 





G. T. Bear, who was connected with Townsend, Watt & 
Wall, St. Joseph, Mo., as displayman and card writer, is now 
with Montgomery, Ward & Company, Kansas City, Mo., in a 
similar position. 





The Christmas displays of the metropolitan stores, as a 
rule, are worked on an elaborate scale, and until their erec- 
tion is completed no end of detail problems arise. It is with 
this thought in mind that J. H. Richter, display manager of 
The Fair, Chicago, IIl., has already planned his next year’s 
toy department features while the details are fresh in his 
mind. 

The small scale plans and sketches are completed, and, 
needless to say, the cost of reproducing them to working 
size will be fess costly, as they can be done during a slack 
period when scene painters can be secured without the usual 
heart-breaking pleadings and worries that are necessary 
when one waits until the fall to begin these features. 

“To sum it all up in a few words,” says Mr. Richter, “the 
successful results of all displaymen can be traced to the 
amount of thought that goes into their plans and particularly 
is this true when the mind is fresh with the ideas of the 
occasions.” 





Murray Beliz, assistant display manager, L. Oransky & 
Sons, Des Moines, Iowa, has been promoted to manager of 
the display department, with J. Jamison as assistant. 





W. L. Sullivan, who has been connected with Southwicks, 
Inc., large chain of Pacific Coast men’s furnishings stores 
as display manager, has been transferred from El Centro to 
the Santa Barbara store. 





Palmer H. Currell, formerly display manager, Parks, 
Chambers & Hardwick Company, Atlanta, Ga., is now asso- 
ciated with the Kellam-Mahoney Company Department 
Store, Dublin, Ga., in a similar capacity. : 





Charles W. Alexander, formerly sales service manager, 
Bird & Son Sales Corporation, East Walpole, Mass., and 
winner of the silver loving cup in Class III of the window 
display merchandising contest conducted during the past 
year by The DISPLAY WORLD Service Bureau, has re- 
signed, effective February 1, to accept the position of sales 
and advertising manager for Field & Flint, Brockton, Mass. 





C. A. Ried, former display manager, L. Oransky & Sons, 
Des Moines, Iowa, has returned to the Globe Clothiers of 
that city, where he was display manager for several years. 





Louis Sitner, display manager, Boylan-Pearce Company, 
Raleigh, N. C., won first prize for the best window display 
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in the department store group and also first prize for the 
best interior store decoration in the window display contest 
recently conducted by the retail merchants of Raleigh. 





Charles W. Morton, display manager, Weinstock-Lubin 
Company, Sacramento, Cal., and one of the pioneer display- 
man, has just returned to his work after several weeks’ 





CHARLES W. MORTON 
Sacramento, Cal. 


illness. His many friends throughout the country will be 
glad to know that he will soon be as strong and active as ever. 

Mr. Morton recently completed a color combiner that 
will prove useful and practical to any person called upon to 
combine colors correctly and announces that it will soon be 
placed on the market. This device will be sold at a very 
moderate cost and is in such a compact form that it can be 
carried in the coat pocket and used at any time. 

This combiner, which has been copyrighted, is constructed 
almost entirely from Mr. Morton’s years of experience in 
the profession. He has declared that he would have given 
much for such a practical device in his- early training, and 
even now finds it a great service and time saver. 





John Wolfgruber, display manager, Adam, Meldrum & 
Anderson Company, was elected president of the Buffalo 
Association of Display Men at the annual meeting held Fri- 
day evening, January 8. E. Preston Browder, who was also 
nominated, withdrew from the race before the balloting 
began. 

Other officers elected were: John Fiebelkorn, S. A. An- 
derson Company, vice-president; Stanley Pawlak, recording 
secretary, and Paul Greil, Jahraus-Braus Company, financial 
secretary. Lawrence King, Oppenheim-Collins Company; 
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Philip Bellanca, Hans & Kelley; Clement Kieffer, The Klein- 
hans Company; Ed O’Dea and George N. Toiregian, Rudins 
Drug Store, were elected directors. 

Installation of the new officers will take place late in 
January. 

Elaborate preparations are being made to make the sixth 
annual Crytsal Ball, to be held Friday, February 5, at the 
Hotel Statler, the greatest event of the season. The tickets 
are now on sale, and, from a financial point, the event is 
already a success. A famous dance orchestra has been 
engaged to furnish the music. 





James J. Howard, formerly display manager, Lewis Mer- 
cantile Company, Elyria, Ohio, is now located in Lorain, O. 





Alfred Qentoni has succeeded L. R. Scarlet as display 
manager of The Ames Company, Detroit, Mich. 





A. M. Horn, who was associated with Tiedtke Bros., 
Toledo, Ohio, for the past four years as display manager, 
has severed his connection to accept a similar position with 
The Louis Traxler Company, Dayton, Ohio. 





Joseph W. Katz, manager of the Cleveland Window Dis- 
play Service, 12712 Arlington Avenue, Cleveland, Ohio, to- 
gether with one of his assistants, has just returned to Cleve- 
land from attending the Koester School in Chicago, where 
they took a course in merchandise displays, in addition to 
their wide knowledge of the handling of displays for na- 
tional advertisers. 





Leo J. Durio has started handling the installation of 
window displays for national advertisers in Opelausas, La., 
and surrounding territory. He has established his headquar- 
ters at 510 South Court Street, Opelausas. 





William S. Norman has established the Pine Bluff Win- 
dow. Display Service, covering Pine Bluff and surrounding 
cities in Arkansas, and has opened offices at 1915 Chestnut 
Street, Pine Bluff. He reports that so far he has been 
engaged steadily in installation work, both for local mer- 
chants and national advertisers. 





Julius J. Paape, assistant display manager, Forbes & Wal- 
lace, Springfield, Mass., has announced his resignation to 
open a display service for Springfield and vicinity In addi- 
tion to serving retail merchants and national advertisers, 
this company, which will be known as Paape Display Service, 
will handle a complete line of window backgrounds, panels 
and settings for sale or rent. 





KANSAS CITY READY-TO-WEAR STORE EXPANDS 


The Spalding Cloak Company, Kansas City, Mo., one of 
the oldest women’s ready-to-wear stores in that city, has an- 
nounced a plan for the enlargement of its store at the present 
location. The firm will occupy a new five-story building, 
affording an increase in floor space of about 160 per cent. 
The building is expected to be ready for occupancy about 
April 15. e 

The store building is now 120 feet deep and is three stories 
high at the front and one story at the rear. When the 
enlargement is completed the building will be five stories 
high for the full 120 feet depth. The floor space will be in- 
creased from 10,480 square feet to 27,360 square feet. The 
interior will be rearranged and will be developed along lines 
of Gothic architecture. 


When the new store opens about April 15, with new fix- © 


tures and furnishings throughout, nothing but new stock will 
be presented. 
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Use This Paasche Multiplehead Airbrush 
10 days. Then pay if pleased. 


This is the greatest forward step ever made in the 
manufacture of airbrushes. An extra head goes with 
every brush. Send the coupon. Test the Paasche 
Multiplehead Airbrush on your own work. Use it ten 
days FREE.. Then decide. What could be fairer? 
Mail the coupon. Do it now. 


PAASCHE AIRBRUSH COMPANY 
1902 DIVERSEY PARKWAY CHICAGO 


New York Cleveland Detroit Los Angeles Toronto 
54 Dey 418 Perry 233General 411 Douglas 529 Ossington 
St. Pane Bldg. Motors Bldg. Bldg. St. 








PAASCHE AIRBRUSH CO., 1902 Diversey Parkway, Chicago. 


I agree to use the Type “M” Multiplehead Airbrush for 10 
days and will pay $26.50 provided it proves to be all you claim. 
If not, I will promptly report to you and you agree to cancel the 
charge upon its return. 


Name....... 
Poet OGice:.:. .... 
Bank Reference 
Name of Firm...... 
Operator or User...... 


Purposes to be used for. 
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Accessories 
for Better Window Displays 
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+} Make Your Window Attractive With 


Artificial Flowers Glass Shelves Spot Lights q 
Artificial Fruit Glass Heel Rests Strip Lights 
Baskets Grass Mats Stix-Wel Glue 


Background Papers Metalline Draping Tinsel Flitter + 
Borders Cloth Thumb Tacks , 
Bilt-Wel Board Pedestals Valances 


Birch Bark Strips Papier Mache Velours j 
Novelties 
Card Holders : : Velour Papers 
. 4 Price Tickets ‘ 
Chenille Roping Plush Vines 
Color Attachments R a = Wood Carvings 
1] Flood Lights See Wood and Metal |, 
Foot Lights Revolving phlee Fixtures 
Gelatine Scenic Paintings Wrought Iron , 
Show Cards Stands 


‘ Glass Stands 


Spring Catalogue No. 41 Now Ready ; 


Doty & Scrimgeour Sales Co., Inc. 











148 Duane Street New York 
Phones: Whitehall 2737-2738 
“Everything for Better Window Displays” | 








<i -_ <> ati —> a 4. 














76 


THE DISPLAY WORLD 





January, 1926 


Contests Add Interest to Display Work 


Many Manufacturers Have Secured Wonderful Results in Sale of 
Their Products Through Display Contests With Small Prizes 


By C. E. BATCHELOR 
Advertising and Display Manager, Pettee’s, Oklahoma City, Okla. 


BIG factor in the building of better win- 


dow displays today is national contests that | 


are being staged from time to time. Of 
course, the average displayman tries to put 
as much selling punch and artistic touch as possible into 
his displays at all times, but he needs something now 


and then to lure him on to an even greater effort. In. 


“other words he needs something to recharge his bat- 
teries of enthusiam. There is just enough of the kid 
spirit in all of us to make us work just a little harder if 
there is the possibility of a prize at the other end of 
the stretch. 

Many big manufacturers have reaped wonderful re- 
sults from this very cheap (in dollars and cents) form 
of advertising and more each year are being sold on 
the idea. Fifteen hundred dollars in prizes rightly dis- 
tributed is a good incentive for the displayman to get 
down and do some real worthwhile display work. It 
will make him scratch his head for a good “idea’’ be- 
cause he knows there are hundreds of other men 
throughout the country working just as hard as he is 
for the big prize and incidentally it is not always the 
displaymen in the big stores that are the winners, but 















Interesting Display of Silyerware by C. E. Batchelor, Advertising and Display 


oftimes some enterprising young man in a town of a 
few thousand population way back in the sticks who 
shows the big boys up. 


I have had some experience myself in these contests 
and have torn up my sketches and ideas many times be- 
fore I hit on the one I thought was good enough to sub- 
mit to the judges. Right here is where the displayman 
gets some real help from such contests. In turn the 
manufacturer cashes in on the hundreds of displays of 
his product throughout the length and breadth of 
the country. 


The same coverage in magazines such as the “Sat- 
urday Evening Post,” “The American” and others 
would cost hundreds of thousands of dollars and could 
hardly be as effective as these displays. The advertise- 
ments could not get the direct attention that the win- 
dows could draw. 


Every displayman should use his influence when- 
ever possible to sell the idea to the buyer who will in 
turn pass it on up the line to the jobber and manufac- 
turer. No doubt the coming year will see more and 
more national window contests and better display as 
a result. 





Manager, Pettee’s, Oklahoma City, Okla. 








Januc 


Cu 


Inter 


natio 
evide 
prove 
gers 
gettir 
folloy 
Tl 
ciatic 
Chicé 
select 
Tl 
the v 
featu 
D 
Regis 
phote 
photc 
three 
Tl 
any 
phote 
phote 
not I. 
to se 
withc 
ing t 
displ. 
Fi 
ter ( 


Show 
stand 
dustr 
Cinci 
office 

By 
a co 
descr 

A 
comp 
a Cot 


close 
of E 
lish 
ture 
100 f 
and | 
comb 











: 
: 
f 











January, 1926 


Cutawl Display Contest Announced 


International Register Company, in Cooperation with 
I, A. D, M., Are Conducting an Interesting 
National Tnsplay Contest 


HE International Register Company, 

manufacturers of the International Cutawl, have 

announced an interesting window display contest 

which has been heartily approved by the Inter- 
national Association of Display Men. They want to see 
evidence showing how helpful the International Cutawl has 
proven itself to be among their customers, the display man- 
igers, and also to stimulate the creation of unique and sales- 
getting displays. They are offering cash prizes under the 
following conditions : 

The prizes are to be awarded by the International Asso- 
ciation of Display Men at their convention to be held at 
Chicago in June, 1926. The judges of the contest are to be 
selected by the association. 

The prizes will be awarded for the best displays in which 
the work produced on the Cutawl contributes the important 
feature. 

Display managers are invited to send the International 
Register Company, 15 South Throop Street, Chicago, IIl., 
photographs of their winodw displays for this contest. The 
photographs are to be of uniform size, 8x10 inches, and 
three unmounted prints of each photograph are to be sent. 

The contest is on now, so photographs may be sent at 
any time and each display manager may enter as many 
photographs of various windows as he desires. The last 
photograph must reach the International Register Company 
not later than June 1, 1926. Display managers are requested 
to see that at least one photograph of. each set of three be 
without any identification mark, so that the judges award- 
ing the prizes will not know the name of the stores or the 
display managers in the contest. 

For each set of prints submitted, the Internatnonal Regis- 
ter Company will pay $1.00 tc the contestant whether he 
wins a prize or not. 

They offer a total of $150 in cash prizes as follows: 
First prize, $50 in cash; second prize, $40 in cash; third 
prize, $25 in cash; fourth prize, $20 in cash; fifth prize, $15 
in cash. 





WELL-KNOWN FIXTURE FIRMS CONSOLIDATE 


The Great Central Novelty Company and The H. Kruse 
Show Case Company, both establishments of repute and long 
standing, and well known to the display profession and in- 
dustry in geenral, have consolidated under the name of The 
Cincinnati Show Case & Window Fixture Works, with 
offices and show rooms at 232-240 Main St., Cincinnati, Ohio. 

This consolidation permits the offering of one source for 
a complete line of window and store equipment of every 
description. 

A new catalog descriptive of the combined lines of these 
companies has’ just been issued and can be had by requesting 
a copy of catalog “C.” 





LEASE FOR STORE ADDITION CLOSED 


Nieman Marcus Co., Dallas, women’s specialty store, has 
closed a 99-year lease on property on the northwest corner 
of Ervay and Commerce streets, adjoining its present estab- 
lishment. The firm will erect, beginning this year, a struc- 


ture to be combined with its present building. The lot fronts 
100 feet on Commerce Street and 100 feet on Ervay Street, 
and the deal involves rentals that will total $3,895,000. The 
combined edifice will have a minimum height of four stories 
and may reach twelve. 
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WINDOW DISPLAY 


WILLIAM NELSON TAFT 
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‘THIS is the first handbook to cover 
completely and authoritatively the 


entire 
princip 


subject of window display 
sles and practice. It is liter- 


ally an encyclopedia of window- 


display plans, 


kinks 
which 


working methods, 
and exnpedients, every one of 
has Seen successfully tried out 


by well-known retail stores in everv 
part of the country.: It is THE one 


standa 
men, 


rd working manual for display 
students of window-dressing, 


merchants and advertising men. 
Some Outstanding Features 


—158 
of 
—48s d 


eeotogtaste showing windows 
all kinds; : : : 
rawings illustrating points in 


the text; 

—the effective use of ‘dealer helps” 
—how ihese should be prepared 
and distributed; 

—the value of motion in display; now 


to 
—a se 
col 


secure it; 
parate chapter on the use of 
or in the window; 


—discussion of the use of window- 
and price cards and how these 
should be prepared; 


—selec 
-—a ch 


tion and care of wax figures,etc. 
apter on draperies; 


—69 pages dealing with proper light- 
ing of windows. 


I. 
II. 
I 


II 


IV. 
V. 
VI. 


VII. 
VIII. 


Ix. 
. The Preparation of Window 
XI. 
XII. 


XIII. 


XIV. 


XV. 
XVI. 


XVII. 


XVIII. 


XIX. 


XX. 
XXI. 


XXII. 


Chapter Headings 

The Eyes (and More) of the 
Store 

What Is a Window Worth? 

. The Twelve Most [mporcant 
Points of a Window. 

Classification of Window- 
Disp.uays. 

Tying th: 
News. 

The Effective Use of Dealer 
Helps. 

The Value of Motion. 

The Use of Color in the 
Window. 

The Use of Window and Price 
Cards. 


Window to the 


and Price Cards. 

Window Backgrounds. 

The Selection and Care of 
Wax Figures and Other 
Accessories. 

Draperies. 

The Use of Real and Artificial 
Flowers and Foliage. 

The Window in Connection 
with the Store Front. 

Window with Relation to 
Store Entrance. 

How the Window Should Be 
Lighted. 

The Effect of Light on the 
Sales Power of a Window. 

The Lighting of Small-Store 
Windows and Stores. 

System in Connection with 
Window Work. 

How to Dress Prize-Winning 
Windows. 

Interior Displays. 





5x8, Flexible Keratol Binding, 
428 pages, 207 illustrations. 
Price $5.00 postpaid. 





How Many of These 
Questions Can 
YOU Answer? 


—what will windows sell? 

—how can frosted windows be 
prevented ? 

—how can windows be used to 
stimulate curiosity? 

—how should windows of dif- 
ferent types be lighted? 
—should the use of window and 
price cards be avoided? 
—what is an economical way 

of making Xmas candles? 

—how can motfon be effec- 
tively added to a window 
display? 

—how can a store front or 
window be trade-marked? 

—should bargains or higher- 
priced goods be featured 
in windows? 

—what are the 12 most im- 
portant points about a 
window display? 

These questions and hun- 
dreds more are completely 
answered and fully discussed 
in this new book. 


McGraw-Hill Book Co., Inc., 370 7th Ave., New York 





FREE EXAMINATION COUPON 





‘ i 
§ McGraw-Hill Book Co., Inc., 370 Seventh Ave., New York. r 
by Send me my copy of Taft’s HANDBOOK "OF WINDOW DIS- 8 
: PLAY. I agree to return the book to you, postpaid, in ten days, 8 
g OF to send you $5.00 in full payment. - 
- ERE SC BES ES CT ak lacs me he oa hve be STR CN i 
MMAR 000i 25 es oe, he SO naa, eg waicinpees binioe + GUDIO Ee cipal peed : 
: I IN Dn 8 a a a, esi oh daibalonee . 
; Pe oi Be ih cia des aang anc dsceeagiuincon bangers a 
q (Books sent on approval to retail purchasers in U S. and Canada ; 
§ only.) D. W. 1-1- 
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Merchandising Contest Inspiration 


(Continued from: page 11) 


to criticize the display and ask for replacement if 
damaged in transit. 

Bulletins were frequently sent the merchants who 
received the material, picturing and explaining how 
novel displays could be created, as, for instance, “a 
balloon display,” “live duck display” and “faucet dis- 
play.” These nearly always resulted in feature articles 
in the local papers. 

This type of display practically required the as- 
sistance of the salesmen as they were mechanical in 
nature and'tricky in performance. After two or three 
showings it was necessary that they be repaired. 

Before any display was finally approved, be it 
mechanical or lithographed, it was tested in towns 
under twenty-five thousand population. Stop-watch 
figures and actual counting eliminated many. Suc- 
cessful displays were then released to larger cities, 
approximately one hundred thousand population, and 
sales during and after the display were checked and 
only the few surviving ever reached the largest cities 
and accounts. It was quality and not quantity that 
was desired. For this reason Bird & Son Sales Cor- 
poration never staged a national display campaign, 
if such a campaign called for the simultaneous show- 
ing of their merchandise in all parts of the country. 

Any proposition, no matter how attractive, must 
be propetly sold if it is to be appreciated. It was a 
knowledge of this point that prompted Mr. Alexander 
to use every possible means of really merchandising 
their window display service to the merchant and their 
salesmen. Demonstrations at annual sales meetings 
and periodical broadsides and trade journal advertis- 
ing successfully accomplished this. 

One of the most interesting chapters of this prize- 
winning entry was entitled “Why the Pivot.” It was 
explained that as the window was considered the pivot 
they built their plans accordingly. The salesmen in 
helping to install the majority of these displays had 
the time to talk to the merchant and his sales people, 
selling the house, its policies and its products. An 
advertisement in the local newspaper was usually 
volunteered ; if not, a suggestion got it. 


Results of Campaign Are Interesting 

The results of this intensive service are grouped 
under two headings—tangible and intangible. The 
tangible are given as: (1) Eighty per cent of the mer- 
chants handling the products featured at least one 
display in the spring season, approximately 2,700. A 
great many did this two or three times. In the fall 
the percentage was not quite so high, but was about 
50 per cent—2,000. (2) The company’s salesmen re- 
ported that. they usually secured an order before the 
display was installed, and if the sale was successful 
another order awaited them. The window displays, 
on the average, by careful checking, increased the 
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sales volume ‘of the merchant from 200 per cent to 
500 per cent during the week of the sale, and at least 
50 to 100 per cent for two weeks after the showing. 

(3) The turnover in accounts in spite of increas- 
ing competiton was decreased to a negligible item. 
(4) Merchandise managers of large department stores 
reported that only the buyer knew the particular 
brand of felt base floor covering handled. (5) Using 
the window as the pivot newspaper advertising. 
direct-by-mail follow-up and department store dis- 
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Display by P. R. Swift, Patterson-Fletcher Co., Ft. Wayne, 
Ind., Awarded Honorable Mention in Class I 


play was secured. © (6) Because of the impossibility 
of simultaneously taking care of all their accounts at 
one time, the merchants were willing to await their 
turn, which prolonged the season. (7) Even the 
largest accounts were ready for one of the feature 
displays with two weeks’ notice. And (8), no display 
space was hired and never were Bird & Son asked 
to pay for space, in spite of the fact that many others 
have been asked. 

Among the intangible results was the increasing 
good-will toward the house, its representatives and its 
products. Hundreds of photographs of displays were 
sent by merchants direct to the trade journals with 
strong stories of the display’s success. The final sec- 
tion of “The Pivot” is devoted to extracts from more 
than two hundred letters from some of the most 
prominent retail stores in America and abroad. 

Practically every entry in this contest were de- 
serving of close study, but there were several that 
were so worthy of a prize that the judges selected 
the following for honorable mention, each to receive 
a three-year subscription to The DISPLAY WORLD: 
P. R. Swift, Patterson-Fletcher Company, Fort 
Wayne, Ind.; Ralph C. Godt, Mason’s Haberdashery, 
Sacramento, Cal.; Frank Janda, The Owl Drug Com- 
pany, Chicago, Ill.; 'W. R. McDonnell, J. H. C. Peter- 
sen’s Sons, Davenport, Iowa; James C. Clark, Leon 
Kahn Shoe Company, Dallas, Texas; J. M. Meyer, 
Western Auto Supply Company, Oakland, Cal., and 
W. C. Kirby, manager, Trade Service Department, 
E. R. Squibb & Sons, New York City. 
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° Opportunigy Sxchange’ 


Veen Wanted - Positio ns W. AITed For Sale Ne uted wep 








SALESMEN 


to sell 
Valances for Show Windows 
Can be handled as 
A Full Line or Side Line 
"30% COMMISSION 


Address, “‘C. O.,” 
Care of The DISPLAY WORLD 








POSITION WANTED—Young man with 
five years’ experience as displayman and 
cardwriter desires connection with live- 
wire store. Will consider position as as- 
sistant displayman, in small or_ large city, 
southern territory preferred. Can furnish 
best of reference, Full details in first letter. 


Address “S. M.,” 
Care The DISPLAY WORLD. 


- 


Position Wanted 
By 


First-Class 
Display Man 


of seasoned experience and excep- 
tional ability; accustomed to large, 
high-grade and popular-priced stores ; 
trims both artistic and sale displays; 
designs and makes background set- 
tings; also handle interior displays; 
a live wire, efficient and steady 
worker; photos and references upon 
request. 


Box No. “F. W.,”’ 
Care The DISPLAY WORLD 








WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adapted for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC. 
17 Madison Ave., New York City 














MAKE $60 TO $200 WEEKLY 

putting up :our Genuine Gold win- 

dow letters; Scripts. Experience un- 

necessary. Free sample. 
PREMIER LETTER CO. 

121 N. Francisco Ave., Chicago, III. 








WANTED 

Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old _ established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 


Unusual, Interchangeable Fall 
and Christmas Window Back- 
grounds for Sale Cheap 


Eight high class painted velour Fall win- 
dow backgrounds with six interchangeable 
Christmas paintings—making two complete 
seasonal changes. Made by the country’s 
best specialists they are offered at a frac- 
tion of their cost. For sizes and detailed 
description, write. 


W. K. McGEE 
Disp. Mgr., L. H. Field Co., 
JACKSON, MICH. 





POSITION WANTED 


as window decorator or assistant, by 
young man eighteen years of age, a grad- 
uate of one of the leading display schools. 
Middle Western location preferred; salary 


reasonable. 
Address “H. O.,” 
Care The DISPLAY WORLD. 














FOR SALE—tThere is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75¢ per 
pair; $4.25 one half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn. 

J. M. WALTERS, M’F’R. 
220 South Benton Way, Los Angeles, Cal. 








WANTED 


Display fixture salesmen; all 
territories to carry one number 
in a lamp; the largest and best 
Torchere value on market ; com- 
mission basis; mention terri- 
tory. 


ARFLEX LAMP CO. 


1793 Jerome Avenue 
New York, WN. Y. 


SALESMAN 


who can sell lithographic advertising 
material—Window Displays, Cut- 
outs, etc. Trade and acquaintance in 
the Middle West necessary. This is 
the right place for a successful man, 
but of no interest to any other. 


Address Box “D. M.,” 
Care The DISPLAY WORLD 

















WANTED 


Window Trimmers and Fixture Salesmen 
to sell a new Display Specialty, low 
priced, good profits. Will sell at sight. 
Write 

RETAIL SERVICE COMPANY, 
25 West 42nd Street, New York City 








DISPLAYMEN — WINDOW DRESSERS 
— RETAILERS 

Cartoons in newspapers attract your eyes 

out of a whole page of reading matter. A 

cartoon on your window will. make the 

passerby stop and look. Send $1.50 for 

six cartoons—one of each week day. 
BEN MEYER, 

35 West 3ist St., New York City 








FURTHER PROOF! 


On this page in the December, 
1925, issue, Mr. Hartmann, display 
manager for Brager of. Baltimore, 
used a one-inch space, advertising 
some used display material he had 
for sale. 

Several days after the ad appeared, 
Mr. Hartmann wrote us: “Kindly 
discontinue our ad in The DISPLAY 
WORLD as we have sold the ele- 
phants in question.” 

This is the second time just re- 
cently that Mr. Hartmann has had 
occasion to use the Opportunity Ex- 
change and twice the desired results 
were promptly obtained. 

Others are also finding the Oppor- 
tunity Exchange profitable, and you, 
too, can use it to advantage. 

The cost is very nominal, only 
$1.50 per single column inch, cash 
with copy. 








WANT AD FORMS 








FOR FEBRUARY ISSUE CLOSE FEBRUARY 5 
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NEW EQUIPMENT TO BE INSTALLED | 

W. B. McClurkan Company, Wichita” Falls, Texas, started 
work on the enlargement of their store, adding ‘a new floor, 
with a 20-passenger elevator to serve upstairs departments. 
The piece goods department will be doubled: The shoe de- 
partment and the men’s furnishings and women’s ready-to- 
wear will be increased. A naillipery demnetnent pay: open on 
the second floor. ‘Be, 
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STORE TO BE ENLARGED IN SIZE 


The enlargement of another department store of Aber- 
deen. S. D., was recently announced by E. J: Bouchard, head 
of the Bouchard Department Stores of South Dakota. He 
stated that a lease had been secured onthe present location 
of the Feinstein Clothing Company and that the Bouchard 
store would add the new site to its present building on 
February 1. 

He further announced that architects were preparing plans 
for the reconstruction of sections of the building, including 
the wrecking of forty feet of the partition wall between the 
two buildings in order to allow commodious: quarters, into 
which the growing business may expand. Tearing away of 
the wall will give free entrance between both sections of the 
enlarged store. 

In} the additional quarters obtained through the lease, the 
concern will handle men’s clothing and crockery, in addition 
to. women’s apparel carried in the present store. 








NEW ENTRANCES AND DISPLAY WINDOWS 
RECENTLY OPENED 


The new Jackson: Boulevard entrances and window dis- 
plays of the Davis Co., Chicago, have just opened. The store’s 
selling department has been increased as a result of this 
movement. The window display space has also been in- 
creased and there are now two large windows on Jackson 
Boulevard. Both according to officials of the company, will 
be devoted to the showing of men’s apparel. 

The new entrance to the main floor of the store from 
Jackson Boulevard leads to the’ men’s furnishings deépart- 
ment. Previously the men’s furnishings department was lo- 
cated in another part of the store. It is planned by the 
company to have all the men’s apparel on this one side of the 
store. The clothing department is now located directly above 
the new furnishings sections on the second floor. This plan 
is in line with methods now popular with stores all over the 
country. 
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Sporting Goods Displaymen! 





If the “Big Boss” doesn’t subscribe to THE SPORT- 
ING GOODS DEALER, drop us a line on your store 
letterhead for a sample copy of our Special January 
Number. Complete details on Remington contest; 
many other interesting articlés on art of display. The 
sample will cost you nothing; we’re interested in se- 
curing a subscription from your buyer, who can share 
copies with you. Get the letter off today; you can’t 
afford to miss this issue. 











| SAINT LOUIS, MO. 











CHARLES C. SPINK & SON, Publishers 
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